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Rough Proofs 


The Bankhead bill to provide 
sovernment advertising of war 
ponds says that no agency commis- 
sions Will be paid. Don’t the boys 
in Washington understand that some 
things are still sacred? 

, FT F 

Friends and admirers of William 
M. Bullitt, who recently suffered so 
severely in the battle of Phila- 
delphia, feel that the least a grate- 
ful government could do is to award 
him a special edition of the Purple 
Heart. 

vvy 

If diplomatic relations become any 
more strained as the result of the 
oleomargarine tax fight, the next 
step may be for Texas to impose a 
tax on the importation of Wisconsin 
butter. 

, 3 *¥ 

“Prospects flock to snap up offer 
of $500,000 loans,” headlines ADVER- 
TISING AGE. 

The sensational part of the story 
is that the loans are not to be made 
by Uncle Sam. 


vgs? 


Virgil Jordan thinks the “welfare 
state” is likely to be the coming 
thing. That’s the kind of setup 
where somebody else decides what’s 
good for you and makes you like it. 


a. w 


“Please share your cough drops” 
is the new wartime theme of the 
Smith Brothers campaign. And of 
course that’s a whole lot better than 
sharing your cough. 


, a. a 


Clinical symptoms reported by 
typical war contractors show that 
the patient suffers progressively and 
recurrently from cutbacks, rene- 
gotiation and excess profits. 

vvyY 

The cost of advertising designed 
to raise worker morale has been 
okayed by the War Department, 
and fortunately the advertiser isn’t 
required to show the degree of ele- 
vation, 

~ | 


Tip to broadcasters and advertis- 
ing agencies: The way to sell a 
sponsor on a show is to extend the 
idea of audience participation to in- 
lude him and the little woman. 

v v v 

Even the most confirmed cynic is 
illing to admit that advertising is 
naking progress when the media 
resentations emphasize beautiful 
iodels instead of the customary dog 
nd pony show. 


> = © 


The FTC is worried because it 
hinks food production is in too few 
ands, but the general public won’t 
vorry too much as long as food con- 
sumption can still be taken care of 
by all hands. 


vfsp? 


Now the railroads are tightening 
UP on reservations so you can’t get 
Pullman space more than thirty 
cays ahead. Does this mean that 
‘ne black market operators have 

‘ised their sights to include the 
pper berth? 


i ie 


The November 15 issue of Modern 
Industry contained 38,269 words of 
text, the ad says. And unfortu- 
nately the printer’s proofreader still 
had the last word. 

Copy Cus. 


SALES BUILDER» 


| WANTED | 


and bind 100,000 copies of 


LEWIS BROWNE’S novel 
of an American Quisling, 


See‘What 
1 Mean? 


within two weeks. 


Please wire, phone, or 
write to the publisher. 


RANDOM HOUSE 


20 &. 57 ST, NEW YORK 27, WY. 


frhiees 


Random House's own printer actually can 
keep up with the demand, so it seems this 
piece of newspaper copy was designed 
purely to promote the new Lewis Browne 
novel. It ran in New York, Chicago and 
Hollywood. Franklin Spier & Aaron Suss- 
man, Inc., New York, handles the account. 


Newspaper Group 


Agrees to General 
13% Cut for ‘44 


1941 Retained for 
Base Year; Boom | 


Areas Get Adjustments | 


Washington, D. C., Nov. 18—| 
Newspapers joined the ranks of 
American publishers facing short| 
paper rations for 1944 by agreeing | 
at an industry advisory committee 
meeting this week to hold their 
paper consumption to approximately 
77% of 1941 usage. 

Previously magazine and book 
publishers had agreed to WPB pro- 
posals which would hold them to 
75% of 1942 usage, and commercial 
printers had been warned to expect 
additional paper restrictions with 
the new year. 

Unlike savings in other publish- 
ing industries, the new newsprint 
recommendations will not mean a 
23% reduction in paper usage for 
every newspaper. Under the slid- 
ing scale principle provided in 
L-240, the newsprint limitation 
order, the cut will be apportioned 
among papers according to size, so 
that small publishers will escape 
virtually untouched, while 140 large 
newspapers using more than 1,000 
tons per quarter may have to cut as 
much as 30%. 


Scale Is Graduated 


According to a WPB work-sheet, 
a newspaper using only 50 tons of 
paper per quarter, will be expected 

(Continued on Page 52) 


need more facts? 


Information for Adver- 
tisers’, Page 12, may help 


you. Other features: 
REE. 204s ctigns odds 12 
Admen in the Armed Forces . 
Canadian Farm Papers... 43 
Diary of an Ad Man 30 
Editorials . ae 12 
Farm Paper Linage.. 42 
Getting Personal . 46 
In Washington ... > & 
Magazine Linage . 42 
oO eres . $2 
Photographic Review .. <eee 
Postwar Planning .. ‘ 8 
Private Lines ...... . 36 
Rough Proofs ......... ! 
Voice of the Advertiser 26 


High Distribution 


Expenses in Food 
Field Hit by FIC 


Lengthy Report Says 
System 'Over-Extended’ 
in Many Instances 


Washington, D. C., Nov. 17.— 
Federal Trade Commission research 
experts emerged from a three and a 
half year study of the nation’s food 
distribution machinery with a report 
informing Congress this week that 
expensive selling efforts and cum- 
bersome marketing methods were 
absorbing as much as half of con- 
sumer dollars spent for processed 
foods and fresh fruits and vege- 
tables. 

Sharply critical of established 
trade practices, particularly in fresh 
fruits and vegetables, dairy products 
and baked goods, the report con- 
tained a fund of information on 
the operating habits of concerns 
handling biscuits and_ crackers, 
bread, coffee, flour, milk, milk prod- 
ucts, packaged cereals, cane and 
beet sugar, fresh and canned fruits 
and vegetables and meat. 

The report has had limited circu- 
ation because the Federal Trade 
Commission has been unable to 
secure funds to have it printed. 
Covering more than 500 typewritten 
pages, complete with dozens of 
charts and balance sheets, copies 
have been filed with the President 
of the Senate, the Speaker of the 
House, and the chairman of the 
House agriculture committee. A 
copy is available for inspection at 
the FTC information office. 


Selling Expenses Studied 


The FTC investigators were 
deeply concerned with practices 
within the food trade which tended 
to increase distribution cost, as 
opposed to production and process- 
ing costs. Modern branding meth- 
ods were credited with particular 
influence in food merchandising, 
and investigators devoted consider- 
able effort to a study of the adver- 
tising, sales promotion and special 
dealer services which make up sell- 
ing expenses. 

“In consumer dollars,” the FTC 
reported, “distribution expenses for 
some manufactured products have 
been lowered, while others, espe- 

(Continued on Page 50) 
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Postwar Role, 


Sales Can Provide 
5,000,000 Jobs, 
McCanne Says 


New York, Nov. 17.—After the 
war more than half the men now in 
service should find employment 
opportunities in the field of sales- 
manship, Lee McCanne, secretary 
and assistant general manager of 
Stromberg-Carlson Company, said 
here yesterday at a meeting of the 
Sales Executives Club. 

Estimating that 8,000,000 of the 
43,000,000 civilian jobs in 1940 were 
sales jobs, in part at least, he em- 
phasized that this figure has been 
reduced to less than 3,000,000 today. 
With the cessation of hostilities it 
will be necessary to restore sales 
forces all over the country to full 
prewar manpower, he asserted. 

“We have a postwar opportunity 
for perhaps 5,000,000 salesmen, 
which is enough jobs to absorb half 
of the men who will be released 
from the armed services,” Mr. Mc- 
Canne said. “These veterans will 
make splendid salesmen if they can 
be induced to try the profession of 
selling and are given a proper start.” 

Mr. McCanne outlined the work 
of the Sales Managers Club of 


Advertisers to Play Big 


ANA Told 


Carleton Healy 
Succeeds Mortimer as 
Chairman of Board 


New York, Nov. 19.—In this war 
advertising has r-ached its maturity, 
and, except for a negligible fringe, 
is thoroughly selling the nation on 
the free enterprise system and its 
tremendous contribution to the war 
effort, members of the Association 
of National Advertisers were told 
by a number of speakers at their 
three-day war conference at the 
Hotel Commodore this week. 

Whereas in the last war advertis- 
ing showed little awareness of the 
problems to be met, in this war it 
has overwhelmingly contributed 
through sponsorship of war objec- 
tives to the winning of the vast 
struggle, speakers pointed out. 

Not only is advertising doing an 
effective war job, but “the country 
relies on advertising to help prepare 
the people for the critical period 
just ahead when many products will 
be going back into limited produc- 
tion,” Henry A. Dinegar, director of 
the durable goods and products divi- 
sion of the WPB Office of Civilian 
Requirements, told the meeting. 


Most Confusing Period 


Rochester in establishing clinics for 
sales training. All phases of sales- 
manship are taken up at these 
clinics, and they repfesent one of 
the first really definite steps toward 
actual sales training as opposed to 
sales managers training in the 
country. 

Four major principles were de- 
scribed which Mr. McCanne believes 
| should guide selling to become most 
effective in the postwar period. 
These are: 

1. Selling should be made a pro- 
fession comparable to that of an 
architect, purchasing agent or traffic 


manager. 

2. There should be an immediate 
halt to overselling of “dream 
models.” 


3. There should be definite up- 
grading of salesmen to higher in- 
come brackets. 

4. Increase man-hour produc- 
tion of salesmen in line with the 
increase which has taken place in 
production, thereby cutting the cost 


of distribution. 


automatic coal stokers. 


Chicago, Nov. 


director. 


and white are currently appearing 


Calvert Plugs War Stamps 


Last Minute News Flashes 


Link-Belt Appoints J. R. Hamilton Agency 

Chicago, Nov. 19.—The Link-Belt Company has announced the ap- 
pointment of the J. R. Hamilton Advertising Agency, Chicago, to handle 
and place advertising for materials handling machinery and Link-Belt 
Behel and Waldie and Briggs continue in charge 
|of power transmission machinery advertising for Link-Belt. 


Lloyd Herrold Named Research Director for Burnett 
19.—Lloyd D. Herrold, professor 
Northwestern University, has joined Leo Burnett Company as research 
Mr. Herrold, with the university for the past 19 years, has 
served in a consulting capacity with nativnal advertisers and publishers, 
and has had extensive agency experience. 


of advertising at 


Worthington Releases Huge Institutional Series 

New York, Nov. 19.—The most ambitious institutional advertising pro- 
gram in its 103-year existence has been released this week by Worthing- 
ton Pump & Machinery Corporation, Harrison, N. J. Spreads in black 


in Business Week, Modern Industry, 


Newsweek, Time and United States News, and full pages in Fortune, in 
addition to 1,000 and 1,470-line newspaper insertions in large-city news- 
papers and five Worthington plant city dailies. 
advertisements are scheduled for future 
Chirurg Company, Boston, is the agency. 


Four-color magazine 
insertions. James Thomas 


in Newspaper Copy 


New York, Nov. 19.—Calvert Distillers Corporation, New York, has re- 
leased a schedule of 1,000-line advertisements in more than 225 news- 
papers across the country appealing to Americans to enclose a war stamp 
with every Christmas greeting card. The insertions will appear through 
this week. Lennen & Mitchell, New York, is the agency. 


ICE, ie 


“I use the “word ‘critical’ ad- 
visedly,” he continued, “because it 
seems to me that this no man’s land 
between famine and feast may well 
be the most confusing period of all 
for consumers as well as for indus- 
try. People are going to need help 
in understanding specifically what it 
means to them. They are going to 
expect to get at least some of it from 
you.” 

Pointing out that the OCR is bas- 
ing its planning “on the assumption 
of a long war,’ Mr. Dinegar ex- 
plained that the agency does not an- 
ticipate “that the end of the war in 
Europe will be the signal for a sud- 
den unlimited output of civilian 
goods, either of the durable type or 
in the soft goods lines.” Metal re. 
quirements of the armed forces will 
recede to some extent with the de- 
feat of Germany, he said, but never- 
theless these requirements will have 
to be kept “at a fairly substantial 
level” until the end of the war in 
the Pacific. 

“The assumption is often made 
that the difference between the 
present material requirements of the 
armed services and their reduced 
requirements for the war with 
Japan will be completely available 
for the production of such consumer 
durable goods as automobiles, re- 
frigerators, washing machines and 
vacuum cleaners. With this assump- 
tion I must take strong issue,” Mr. 
Dinegar declared. 


Not Unlimited Quantities 


“We in the OCR expect, of course, 
to be able to provide larger stocks 
of such products in case of such an 
eventuality, but by that we do not 
mean that unlimited quantities of 
these goods will become available,” 
he continued. “Tremendous quanti- 
ties must be used to rebuild and re- 
equip our railroads, material must 
| be found to build large quantities of 
farm equipment and food processing 
machinery, and to replace the worn 
pieces of equipment in American in- 
dustrial plants. Additional quanti- 
ties of machinery, railroad rolling 
stock and other metal-using goods 
will be required for the rehabilita- 
tion of the occupied countries.” 

Explaining that the outlook for 
textiles is substantially the same 
and that for a time at least it will 
also be true of food, Mr. Dinegar 
pointed out that therefore the 
American consumer “should be led 
to expect nothing more than the 
easing of limitations on production 
after the collapse -f Germany—not 
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a prompt outright elimination of 
wartime restrictions.” 

OCR, in its efforts to determine 
the nature and extent of consumer 
shortages, has sought the advice of 


“the same men who have been in-| 


vestigating the markets for your ad- 
vertised brands for many years— 
George Gallup, Elmo Roper, A. C. 
Nielsen, and Archibald Crossley, to 
name a few of them,” Mr. Dinegar 
said. Under the direction of these 
organizations, the Census Bureau 
recently undertook a survey of 
shortages of consumer goods and 
the results will be available early 
in December, he said. Another 
survey of wholesalers and retailers 
conducted during October indicates 
that many manufacturers in their 
allocation schemes have not given 
sufficient emphasis to population 
shifts, and certain revisions in the 
procedure for distributing civilian 
commodities under the OCR’s juris- 
diction probably will be announced 
shortly, Mr. Dinegar disclosed. 


Favors Simple Types 


While the agency does not favor 
production of victory models of ci- 
vilian products, it does favor the 


has played in the war effort. 
said, in part: 
“The United States has never be- 


| 
| 
| 


He | well. But the need is far from over. 


The war is not won. 
“The need for the talents of ad- 


fore been engaged in a war which|vertising — advertising that serves 
made it so necessary for all our| the nation—will continue even after 


people to be so fully 


informed. | | both Japan and Germany have been 
Never before has it been so urgent! humbled, 


for the readjustment to 


that Americans understand so many | normal living will also require the 


facts, or absorb so much informa- 
tion. This is because total war calls 
for the cooperation of all alike—not 
once, but in a hundred ways. 


“Since the war began, our people | 


have oversubscribed three great war 
loans. They have planted and har- 
vested 21,000,000 victory gardens. 


They have given millions of quarts | 


of their blood for plasma. They have 
turned in better than 61,000,000 
pounds of waste fat for explosives. 
They have collected and turned over 
to the steel mills an enormous 
stockpile of metal scrap—thus avert- 
ing a steel famine. 

“These are some of the things the 
people have done—and they have 
acted because they were told why it 
Was necessary and what was 
wanted. 


Played Vital Part 


“You—the businers leaders of the 


production of the more simple types | nation—have played a vital part in 
of standard models in a manufac-| bringing the people this information. 


turer’s lines, he said. 


You have used the mechanism 


A highlight of the convention was| which has served you so well in 


a message received from James F. | peace—advertising—to serve your 
Byrnes, director of the Office of War| country at war. 


Mobilization by Paul 
president, 


West, 


ANA | 
in which Justice Byrnes! You, and the whole creative mech- 


“I express my warmest thanks. 


highly praised the part advertising| anism of advertising, have served 


continued voluntary cooperation of 
every citizen. 

“TI therefore urge you, in so far as 
possible, to redouble your efforts. 

“You are writing a bright chapter 
in the history of American business. 
As long as our soldiers are baring 
their breasts to the enemy, I sin- 
cerely hope that you will continue 
to inform, persuade and inspire the 
home front.” 


Healy Named Chairman 


At the business session Wednesday 
afternoon, the ANA elected Carleton 
Healy, vice-president of Hiram 
Walker, Inc., chairman of the board, 
succeeding C. G. Mortimer Jr., vice- 
president, General Foods, who was 
elected a director. J. P. Miller, vice- 
president, Pet Milk Sales Com- 
pany, was elected vice-chairman, 
succeeding C. G. Mortimer Jr., vice- 
Carr, advertising manager, Alumi- 
num Company of America, was re- 
elected vice-chairman. 

Other speakers at the Wednesday 
sessions, which were closed, in- 
cluded Harold J. Boeschenstein, di- 
rector of the WPB controls division, 
in charge of pulp and paper; P. J. 
Kelly, Carstairs Bros. Distilling Co.; 
Walter A. Bowe, Carrier Corpora- 


ENGINEERING 

HEADQUARTERS | 

FOR THE METAL 
INDUSTRY 


| 


| 


| 


| 


| 


Caterpillar Tractor Co.; Maurice Malin, 


pe 


| Mullins 


| Thompson Company, 
\“the bilgewater 


Left to right, George Tilton, Anheuser-Busch, Inc.; 
Inc., Val Schmitz, F. & M. Schaefer Brewing Co.; Frank Townsend, Gooderham & 


Worts, 


Among those attending the ANA convention at the Hotel Commodore in | 
York last week were, left to right, C. W. 


roughs Adding Machine Co.; and Harold De Benhan, Loose-Wiles Biscuit C. 
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AT ANA'S WARTIME MEETING 


w 


Moore, Fruit Dispatch Co.; P. C. Sm th, 
Ralston Purina Co.; W. C. Sproull, £ u-. 


Albert Brown, The Best Foods, 
Ltd. 


Albert E. Haase, Vick Chem- 
ical Company; Marshall Adams 
Youngstown Pressed Steel Division. 
Mfg. Corporation; R. J. 
Caniff, Servel, Inc., and Ralph Wins- 


llow, of Libbey-Owens-Ford Glass 


Company. 
James W. Young, J. Walter 


lashed out at 


nuts and bolts is winning the war.” 
Mr. Young said that a section of in- 
stitutional advertising is becoming 
“a stench in many influential quar- 
| ters.” 


“The neighborhood just doesn’t 
| like it,” he said. Mr. Young urged 
upon his listeners that they an- 


alyze carefully every piece of ad- 


|vertising copy they place to deter- 
|mine carefully that it is not a waste 


of manpower and vital materials. 
Traces Ad History 


John C. Sterling, of This Week | 
Magazine, went back to the last war 


_to trace the history of national ad-| 


vertising in great periods of national | 
crisis. He said that the last war| 
aw a renaissance of advertising 

Buyers contracted for multiple page 

nsertions and although, he ad- 

mitted, some of the large funds then 
employed were appropriated t 

evade high federal taxes, advertis- | 
ng men became aware of the new 
power they wielded. 

“Advertising was no longer a/| 
penny-ante game, but became a blue 
chip proposition,” he said. “In look- 
ing back, it is surprising to find how 


little of the advertising in World) 
War I was 
effort. Advertisers were still talk- 


devoted to the i 


ing about their products and how 
the public could buy them. 
purely product advertising. 

“In this war, advertising has come 
of age. Today, advertisers tell what 
we are fighting for and what effort 
must be made on the home front 
The grimness of war has taken hold. | 
As I see it, 50% of present-day ad- | 
vertisers do not indicate that there | 
is a war going on. Forty per cent of | 
them are using copy only to tell the | 
advertisers’ stories of what they and | 
their companies are selfishly doing 
in the war effort. The remaining 
10% of advertisers are right on the] 
beam and contributing mightily to 
the war effort. 

“A? vertising today must be keyed 
to the war and how it can be won. | 
The advertising which would best | 
serve our own selfish interests is | 
that which contains a war theme. 

Healy Hits ‘Brag’ Copy 

‘*‘Brag advertising’ which does 
little more than please the directors’ 
ego, must go out for the duration.” | 

Mr. Healy also discussed war 
theme advertising, saying: 

“The producers of trademarked 
goods have become more conscious} 
of what their advertisements say. 
They have become more public 


It was 


advertisements) 
|'which brag about how our brand of | 
| deserves more credit than he gen- 
| erally gets, and that is the copy man. 


_I think the copy man has been kept 


|story of business to the public. We 


| lantern oth 
| good and bad war copy. He praise: 


| particularly the anti-inflation se! 


minded. Today, the national adver- 
tiser knows that his ‘advertising 
scenery’ must be agreeable to the 
public eye. The average person does 
not like ‘brag copy’ in wartime 
What we need is neighborliness and 
frankness in our copy, and had ad- 
vertisers realized this sooner, there 
would not be so much criticism of 
advertising today. 

“There is one man who I think 


He is the man who sees the whole 
picture of the business. He looks 
for the point of contact with the 
reader and presents the whole pic- 
ture of the company to the public 


in too small a box. 
“The ANA has a continuous 
terest in the presentation of the 


want advertising to make friends 
|not only among consumers but with 
the critics, particularly the politica! 
|critics. The surest way to do thi 
|to incorporate a vital war theme in 
/your advertising which will ena ble 
| the home front to operate more « 

' ciently.” 

Continuing the war advertising 
theme, Mr. Mortimer gave a pre>- 
entation of “a careful and cour: - 
geous ‘good and bad’ wartime 
vertising study.” By means 
slides he presented b 


copy such as “The Kid in Up} 
4;” the copy of food advertisers a 


being run by the life insuran 
(Continued on Page 53) 


Put a war message into every piec 
of printed matter. 


THE MARTIN CANTINE COMPANY | 
— - SAUGERTIES, N. 


Seals in Coed Paper since 108 
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ADVERTISING P 


Photoplay has marched to first place in the field 
of toilet goods advertising. Yes, to first place! 
Photoplay leads all women’s magazines, all gen- 
eral monthlies, all publications in the “true” type 
and screen field. 


Such sweeping progress must stir the thinking of 
thoughtful advertisers pondering "44 plans by 
latest '43 data. Are you taking full advantage of 
this new leader? 


Photoplay’s strength is two-fold: (1) Editorially 
geared to younger women, to women at the age 


MONTHLY MAGAZINES 


ES first 9 months of 19M 


Excluding three fashion magazines 


when romance is the consuming preoccupation, to 
women conditioned for the beauty message by 
the editorial inspiration of Hollywood’s glamour 
girls. (2) This basic formula is vitalized by a bril- 
liant editorial staff, thus sparking the advertising 
pages to outstanding performance. 


An extra plus these days! Our reader group con- 
centrates in an economic group which is sharing 
richly in the high buying power of today’s new 
money market. 


Put Photoplay first in your '44 thinking. 


~-MACFADDEN WOMEN'S GROUP 
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Mutual Announces 
New Contract for 
Its Affiliates 


New York, Nov. 19.—To provide 
more uniform, equitable and fair 
compensation to stations than has 
been possible heretofore, Mutual 
Broadcasting System is offering 
member and affiliated stations a 
new standard contract which will 
provide them with increased pro- 
gramming service and _ eliminate 
many inequities now prevalent in 
existing contracts, it was announced 
yesterday by Miller McClintock, 
president. 

Under the new contract plan, sta- 
tions will not receive compensation 
for the first 16 unit hours during 


each 28-day period. In return, Mu- 
tual will absorb all line expendi- 
tures. For the next 25 hours, Mu- 
tual will pay the stations 25% of the 
average unit hour rate, advancing to 
324%2% for the next 25 hours, and 
3742% for all unit hours in excess 
of the first 50. 

Formerly Mutual stations paid for 
line charges and contracts were not 
uniform. All revenue accumulated 
by the network under the new con- 
tractual arrangement will be used 
to increase the flow of high quality 
program service to stations and lis- 
teners, according to Mutual. Mr. 
McClintock declared that funds ac- 
crued from this system will be di- 
verted to research, sales, and other 
network facilities. 

Members of the network station 
relations department are now in the 
field negotiating the new contracts 


which a number of affiliates have 
already accepted. Stations may elect 
to convert now or wait until their 
present contracts expire. 


Miss Wagstaff to KDYL 


Dorothy Wagstaff, formerly in the 
advertising department of the Paris 
Company, Salt Lake City depart- 
ment store, has joined the con- 
tinuity staff of KDYL, Salt Lake 
City, replacing Mary Lou Weaver, 
who has gone to the Gillham Ad- 
vertising Agency. 


Everett to Merkin Paint 


Ralph H. Everett, with Keystone 
Varnish Company for the past 27 
years, has been elected executive 
vice-president and general manager 
of M. J. Merkin Paint Company, 
New York. 


Gardner Named Head 
of United Engineering 


K. C. Gardner, general manager 
of the United Engineering & Foun- 
dry Company, Pittsburgh, has been 
elected president, and F. C. Biggert, 
a former president, has been elected 
chairman of the board. John L. 
Young, former manager of machin- 
ery sales, has been named vice- 
president in charge of industrial re- 
search. 

George V. Lang, formerly secre- 
tary and treasurer, was named 
treasurer, director and executive 
committee member. Carl T. Zins- 
meister, formerly assistant secre- 
tary and assistant treasurer, has 
been elected secretary, C. W. Reb- 
hun has been named assistant sec- 
retary, and E. S. Ward assistant 
treasurer. 


The POWER of the 
..- Ohe Detroit Free 
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Shopping News 
Papers Ask Extrc 
Newsprint Supp]: 


Washington, D. C., Nov. 17,— 
lishers of two shopping news ; 
ices sought additional news. .j,, 
from-the WPB appeals board : 
on the grounds that they had 
continued publication of subs 
circular services, and saved se. erg 
hundred tons of paper under | 4] 
the commercial printing orde; 

Firms involved are the “( jeve. 
land Shopping News” and the © py. 
falo Shopping News.” Both publish. 
ers are appealing from a decis oy, of 
the WPB printing and publishing 
division, which had been unabie ¢, 
agree on additional grants. 

Herbert Pillen, Washington at. 
torney for the National Advertising 
Newspaper Association, told the ap- 
peals board that both shopping 
news services were owned by loca} 
merchants, and previous to Novem. 
ber 1942, had provided circulars for 
member-stores as well as citywide 
distribution of the shopping news. 


Extensive Savings Cited 


Late in 1942, Mr. Pillen explained 
both publishers discontinued the 
circular service “as a matter of 
patriotic policy.” He explained that 
the gasoline and manpower savings 
were considerable, and that the ac- 
tion had resulted in large paper 
savings. 

Under L-241, Mr. Pillen said, the 
publishers were entitled to order 
85% of the print paper used in the 
shopping news in 1941 and 85% of 
the paper used for circulars. Since 
the circulars had been discontinued, 
the publishers now stand to lose 
part of the paper for which they 
have a claim under L-241. 

“Our position,” he said, “is sim- 
ilar to the position of a dual pub- 
lisher under the magazine order. If 
a magazine publisher wishes to in- 
crease his paper for one publication 
and reduce it for another, he is per- 
mitted under L-244. We are in ef- 
fect asking to combine our quota 
under L-241.” 

The appeals board also heard the 
Myers Newspapers of Chicago, a 
group of 14 neighborhood papers 
operating under the commercial 
printing order, ask for 156.5 tons 
more paper per year. Representa- 
tives of the Myers chain contended 
that firm had acquired seven papers 
with low quotas in February, 1943, 
and that with quotas based on in- 
solvent newspapers, they were un- 
able to produce the type of paper 
“necessary to serve their commun- 
ity.” 

Dr. A. N. Holcomb, chairman of 
the appeals board, commented that 
the Myers papers sought newsprint 
on the assumption that they were a 
newspaper, yet they wished to have 
their quota determined under the 
commercial printing order. While 
reserving a ruling, Dr. Holcomb 
commented, “many other publish- 
ers are unable to print the kind of 
papers they would like to under 
wartime conditions. You want to 
eat your cake and have it, too.” 


ary 


McKee to Pepsodent 

Walter McKee, formerly sales 
manager, toilet article department, 
Colgate - Palmolive - Peet Company, 
Jersey City, has been named vice- 
president of Pepsodent Company, 
Chicago. 
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I N ine 828 vite € OF THE NATION 
a 
ve By publishing my article ‘Get Ready to Be Bombed’ | 4 - 
in The American Magazine you have q 
contributed tremendously to Civilian Defense. There are over - 
ten million volunteers in The Civilian a 


Defense Forces ... Their work has been made easier because of 


4.7 


your co-operation in keeping the public informe 


. 
FORMER DIRECTO®, OFFICE OF CIVILIAN DEFENSE, NOW 
DIRECTOR OF ECONOMIC OPERATIONS, MIDDLE EAST 


AMGTICAN scar 


WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY... 
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In Washington .. . 


Senate Okays 
$10,000 Budget 
for Liquor Inquiry 


Washington, 


D. C., Nov. 18.— 


With the fervor of an old fire horse | 


that smells smoke, and unanimity 
that it achieves only on outstanding 
occasions, the Senate this week 


swept aside all tradition and regula- | 


tion to rush through a $10,000 ap- 
propriation for an investigation of 
“all phases” of the liquor situation. 


The action was somewhat dra-| 


matic, but at least it was an ex 


ample of what the Senate can do| 


when it thinks the occasion war- 
rants. Last weekend, Senator 
Scrugham of Nevada introduced a 
resolution before the judiciary com- 
mittee for a study of the liquor sit- 
uation. Senator Van Nuys of In- 
diana promptly announced that he 
would ask $10,000 “‘to employ com- 


petent investigators who know the 


liquor business,” but that he would 
undértake the study whether Con- 
gress approved or not. 

On Monday, however, 
that there was an 


assured 
“emergency,” 


Senator Wallace White, the acting' War Food Administration, and rep- 


|minority leader, waived the usual} 
requirement that a bill stay in com- | 
|mittee over a day, so that Senator | 
|Van Nuys could bring the resolu-| 
tion to the floor. It passed unani-| 
mously, the Senate terminating dis- | 
cussion of the Bankhead bill to| 
bring it to the floor. 

The great fear, of course, is that | 
| drys will use the committee as a| 
sounding board to fight for return of 
|prohibition. The attitude of the) 
|committee is not clear, but Senator 
| Van Nuys promises to have a final 
|report “within two months.” He 
\said the committee will go into the 
|black markets, quality of liquor, | 


‘brands and other factors of distri- 
bution. One suggestion already ad-| 
| vanced by the committee is that the 
'period in which liquor is kept in 
| bond be reduced. 

“What we want to do,” Senator 
| Van Nuys said, “is find out what is 
wrong in the liquor industry and 
why.” Also looking into liquor “to 
find out what is wrong,” is trust- 
_ busting Assistant Attorney General 
| Wendell Burge, who said the De-| 
| partment of Justice will study the| 
liquor industry to see whether there 
are monopolistic practices in price 
| fixing. 

| * * & 

| Large amounts of canned fruits 
|and vegetables will be released for 
'civilian use shortly as a result of a 
|meeting here this week between the 


| 
| 


|asparagus, corn, pumpkin, spinach, 


|minds others who underestimated 


| supplemental 
j}same date. 


resentatives of leading wholesale 
grocery and canner associations. 
Apparently WFA feels more cer- 
tain of requirements for lend-lease, 
rehabilitation and other purposes, 
for it is proposing to permit can- 
ners to release to the public contin- 
gency reserves that they have held 
against possible government needs. 
Recently, 2,900,000 cases of 
peaches, peas and catchup were dis- 
tributed. It is now planned to re- 
lease large quantities of pineapple, 


HOLIDAY APPEAL 


MAKE THE MOST 
OF WALNUTS * 


and figs, all of which will reach the 
market within a few weeks. 

o oo 

The National Lawyer’s Guild had 

a banquet Friday evening in honor 
of James L. Fly, chairman of the 
FCC, with Vice-president Henry 
Wallace, Elmer Davis and Leon 
Henderson as speakers. It wasn’t as 
expensive as Jackson Day dinners, 
but the “subscription” was $4.50. 

bd oe * 


Full-color copy in the current California 
Walnut Growers’ Association campaign 
admits that the available supply probably 
won't last, but that the product is point- 


OWI has started a short campaign 
to remind persons whose income did 
not require a declaration in Septem- 
ber, but is now large enough to re- 
quire filing, that they must act by 
Dec. 15. The same campaign re- 


free and nutritious. Magazines, outdoor 

advertising and store display material are 
being used. 

their incomes that they may file 


declarations by the Diamond Walnut 


Whitehead Promoted Promotion Cut 
Robert C. Whitehead has been | for ‘43 Season 


named sales manager of the New) 
York office of John Budd Company.| Los Angeles, Nov. 17.—Due to 


~ 


if you lived in Portland you’d read | 


The Yourual 


THE JOURNAL is 


editors assemble and 
eye to the individual interests of The Journal's 


hosts of readers. 


Developments on the home front, current ra- 
tion information and important local wartime 
activities are of as vital interest to everyone as the 
latest reports on world happenings. 

Never before have the people in Portland been 
so eager for last-minute news as they are today — 
never before have they turned so eagerly to The 


Journal. For, when 


mid-afternoon in Portland, but it’s after six p.m. 
in New York and midnight or later in much of 
the rest of the world. 

This natural time advantage, enjoyed only by 
afternoon newspapers on the Pacific Coast, en- 
ables The Journal to bring its readers the 
complete local, national an 
same day it happens! 


not a one-man newspaper. Its 
resent the news with an 


The Journal goes to press it’s 


world story the 


No wonder The Journal is today, as it has been of 


for years, the preferred newspaper in the Portland 


area, enjoying largest circulation in its history. 


The JOURNAL | . 


PORTLAND, OREGON 


Portland's Only Afternoon Newspaper 


Represented by REYNOLDS-FITZGERALD . . New York, Chicago 
Philadelphia, Detroit, Los Angeles, San Francisco 


The Portland Trading Zone 


-+-is a market of 715,711 people 
according to the Oct. 1, 1943 
figures for Ration Book 2. 

..-bas a population 33% great- 
er than all the rest of Oregon. 


.»-has anindustrial payroll that 
averages over 48 million dol- 
lars monthly. 


The Daily Journal | 


| Central New England housewives not only take 
WTAG’s Mildred Bailey to heart, but what she says, 
they take to market with them too. Her “Afternoon 
Journal” is just plain housewise —brimful cf wel- 
comed suggestions for better, happier living. 


.--delivers 80% of its circula- 
tion in the Portland Trading 
Zone. 


..-reaches 22% more families 
(21,993) in the Portland 
Trading Zone than any other 
newspaper. 

..-offers your advertising mes- 
sage better reception because 


make-up. 


| war conditions, rationing, uncertain- 
| ties over possible government regu- 
|}lations and other contributing fac- 
|tors, advertising of the California 
Walnut Growers’ Association this 
| year for Diamond brand walnuts 
| has been cut to nearly half of the 
amount expended in recent years. 
For the first time in 25 years, 
Diamond walnut ads will not appear 
{in an extensive list of national 
magazines. By the time it was pos- 
sible to start planning advertising 
with a reasonable assurance that the 
| plans would not be made ineffective 
through unexpected government 
action, it was mid-September, ac- 
cording to C. F. Meals, advertising 
|manager. By that time it was too 
late to catch many November and 
December issues of 
traditional months of walnut adver- 
tising to tie in with holiday menus. 
| However, the Exchange was able 
|to place advertising with The 
| American Weekly, First Three Mar- 
kets Group and This Week Maga- 
zine, in which color copy will appear 
| during November and December. 
The copy encourages the public 
|to buy “while they last” and to 
incorporate nutmeats in various 


and provide essential minerals, vita- 
mins, etc. In addition to the limited 
|magazine list, the campaign will 


magazines— | 


| dishes to help stretch ration points | 


Advertising Age, November 22, | 43 


again use 24 sheets in 61 m 


markets, as well as advertisin; = 
trade publications and letters , 
leading retail grocers. The de » 


service staff has been reduce, 
four, maintaining contacts in . 
the principal markets. Most of 
dealer service men are either , 
defense work or the armed fo, .. 
Sufficient display material was » 
hand from last year to take car 45 
this year’s limited needs. 

The Exchange feels confident .; 
the campaign is ample to mov 
year’s crop, which compares f 
ably with last year’s, and a: 
same time keep the public fa) 
with the Diamond trademark. 

Government regulations , 
delayed the campaign includec 
certainty over price ceilings ang 
marketing arrangements. Alth ugh 
the OPA started investigations «arly 
in February, price ceilings wer. no} 
announced until Oct. 30. The kx. 
change also was worried Ove, }} 
scrapping of the marketing apree- 
ments, including the surplus walnut 
control program and whether a 
food distribution order would | 


be 
substituted. The food distri! ution 
order as finally announced w: ‘ 
isfactory to the Exchange in order- 
ing the setting-aside of one-six') of 


the merchantable holdings for <\el]- 
ing. 


John N. Cronk Goes 


to Commercial Solvents 


| John N. Cronk, 
advertising man- 
ager of the Den- 
ver Equipment 
Company for the 
past 14 years, has @ 
been named ad- j 
|vertising man- 
|ager of Commer- 
jcial Solvents 
| Corporation, with 
/headquarters in 
| Terre Haute, Ind. 
|Mr. Cronk has 
|} been regional 
|director of the John N. Cronk 

| mountain _ states 

| area of the National Industrial Ad- 
| vertisers Association since 1941 

| Advertising and promotional 
activities of Commercial Solvents 
| will continue under the _ general 
supervision of the technical servic 
| division, of which Charles D. Good- 
'ale is manager. 


ANPA Issues Folder 


“Industry, too, must let the peo- 
ple know,” states the Bureau of 
| Advertising, American Newspaper 
| Publishers Association, in its latest 
| folder mailed to national advertis- 
lers and agencies, adding that to 
industry’s story, as told in news- 
paper advertising, people are giving 
|a degree of attention seldom before 
| won by advertising of any kind 


builds a 
BUYWHISE 


Mildred Bailey h 


a? 4 a 
its new easier-to-read know how buywise 


when You Buy Time— 
Buy An Audience 


audience 


as that welcome-on-the-mat 


appeal to New England housewives. She is one of 
them and practices what she says. !f you want to 


her audience acts, ask us for 


the full story on her program. 


BASIC 
COLUMBIA 


PAUL H. RAYMER CO 
National Soles 
Representatives 


Associated with the 
Worcester 
Telegram-Gazette 
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YOUR WAR ADVERTISING sz 
can promote 


PUBLIC HEALTH 


api. 


YOU CAN SPONSOR THIS OFFICIAL U. S. PUBLIC HEALTH SERVICE 
THEATRE-COMMUNICATION CAMPAIGN 


PUBLIC HEALTH in wartime is more particu- 
larly the concern of every American citizen. 
Uncle Sam needs all of us—men, women and 
children—in the best of health and ready to 
assume our share of the urgent demands of 
war production and home-front service. 


YOUR WAR ADVERTISING can produce the 
best public relations by spreading the doctrine 
of good health. You can show war workers 
and home-front helpers how to avoid infection 
and prevent disease. You can impress them 
with the importance of balanced diet, proper 
rest and recreation. 


DOCTORS AND NURSES have gone to war. 
Those at home are swamped with calls on 
their time and service. Hospital facilities are 
at a premium in most communities. A great 
extra dimension of postwar prestige can be 
built by your sponsorship of these educational 
screen-spot health messages. 


NO PRODUCTION COSTS 


SIGHT, SOUND, ACTION are combined in these spot-film war messages— 


available for your immediate sponsorship. No production cost—low dis- : 


tribution rates cover everything. You can choose communities and name we 
theatres. You can sponsor nationally, sectionally, locally. Your name and 

message in display and in sound climax each of the 26 short-short subjects ~ . 
in the series. Put your war advertising on theatre screens. Call one of 


the phone numbers below today or write SCREEN BROADCASTS for full 


facts. 


NETWOR K O F 


aa NATIONAL THEATRE 


COMMUNICATIONS’ 


923 15TH STREET, 


UNITED FILM SERVICE, INC. 
2449 Charlotte St. 333 N. Michigan Ave. 


KANSAS CITY, MO. CHICAGO, ILL. 
Harrison 5840 Randolph 2248 


WASHINGTON, . ° 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
1032 Carondelet St. 1203 Rhodes-Haverty Bldg. 


NEW ORLEANS, LA. ATLANTA, GA. 
Magnolia 4545 Walnut 3551 


Distributed by 


122 East 42nd St. 


NEW YORK CITY 
Murray Hill 3-499! 


418 Watts Building 


BIRMINGHAM, ALA. 
Phone 4-2729 
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Highlights of AMA War 
Conference Planning Session 


Perhaps too many manufacturers 
are directing their postwar planning 
efforts to seeing how they can get 
into the other fellow’s business. At 
least comments to that effect were 
frequent at the recent war con- 
ference of the American Marketing 
Association in Cleveland. Speakers 
emphasized that, first of all, atten- 
tion should be given to weighing 
the potentials for a company’s reg- 
ular line of products and if new 
Products are to be added they 
should, if possible, have some rela- 
tion to the established line for econ- 
omy in sales and distribution effort. 

The chairman of the business 
Planning panel session, R. T. 
Browne, director of marketing re- 
search, Pillsbury Flour Mills Com- 
pany, pointed out that because post- 
war planning is a continuous oper- 
ation many plans already have 
been discarded for newer ones. 
Moderator Lyman Hill, director of 
sales research, Servel, Inc., re- 
minded the audience that the sales 
department must be set up first if 
any postwar program is to be suc- 
cessful. 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Elements to be considered in the 
postwar planning program of a 


|company were enumerated as fol- 


lows by S. A. Holme, market re- 
search section, General Electric 
Company: (1) future markets; 
(2) what products can be sold; (3) 
a written plan for improvement of 
old products and development of 
new ones; (4) production facilities 
and floor space; (5) machinery and 
equipment; (6) manpower and util- 
ization of returned service men and 
women; (7) the sales program, 
which usually is the weakest point; 


(8) reconversion problems and 
time; and (9) finances. 

* oo + 
To reach the national income 


level on which most postwar plan- 
ning talk is based, there will be 
need for 60% more employment 
than in 1929 and 40% more than in 
1940, S. Morris Livingston, chief, 
National Economic Unit, Bureau of 
Foreign and Domestic Commerce, 
and author of “Markets After the 
War,” asserted. He said such buy- 
ing power can exist and that de- 
ferred demand for replacements is 
but a small part of potential de- 
mands. 

Commenting on the outlook for 


the automotive industry, John W.) peal as to impel people to continue 
Scoville, chief statistician, Chrysier | work to buy them. In the food 
Corporation, pointed out that while | field, he said, there will be need for 
the inventory of war equipment is| new products to increase the manu- 
jnow high and there soon may be| facturer’s dollar volume from regu- 
|need only for replacements, which lar civilian markets. To a question 
| would release materials, the auto-| put by Mr. Pelz, the audience in- 
|motive industry would face the| dicated that a majority of manage- 
| problem of not being able to oper-| ment does not favor continuation 
ate part for war and part for civil-| of price control and allocation after 
ian production. Conversion, he|the war until the supply is able to 
said, might take six months or|keep up with demand. 
longer, and would have to include | ee 
| the industry’s suppliers as well. There will be an annual $12,000,- 
Sr ee | 000,000 building market for the first 
| As far as steel requirements of|five postwar years ($16,000,000,000 
'the automotive industry are con- | if inflation), according to Clay H. 
'cerned, they could be met in short Hollister, director of distribution 
order, R. A. Dadisman, manager,|and research, Libbey-Owens-Ford 
market development division, The | Glass Company. Rent controls, how- 
American Rolling Mill Company,| ever, will retard building for rental 
|informed the meeting. In approach- | purposes. 
|ing its own postwar planning, Mr. ~ -. 9 
|Dadisman said his company: (1) Also commenting on the building 
| studied the long-term trend of the|situation after the war, Arthur P. 
steel industry to see what lessons | Hirose, director of market research 
| could be learned from past perform-| and promotion, McCall Corporation, 
|ance; (2) analyzed the industry’s | predicted that prefabrication would 
| future as a whole; (3) estimated the | develop rapidly; and that there will 
future economy; (4) established | be more one-story houses and fewer 
| goals of tonnage by types of prod-| basements. The big building ac- 
|ucts by district offices and by cus-/| tivity will be in areas where people 
tomers; (5) helped customers, | are now, around the newer straight- 
especially smaller ones, to arrive at} line production plants where land is 
the answer to their postwar situa-|cheap. The building industry, he 
tion. said, must develop faster production 
methods to lower the cost of hous- 
From the consumer goods angle,|ing. As to new products generally, 
Victor H. Pelz, director of sales re-| Mr. Hirose feels that in order to 
search, General Foods Sales Com-| save time and cost of tools and dies, 
pany, sees the need for developing; many manufacturers will put their 
new products with such high ap-|1942 models into production first 
- after the war. Material manufac- 


* * # 


HOW RATIONING [im 


_ im any previolis month. The affect of rationing, by one of two news- : 
in Media Records report for October 
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L COVERS DIXIE LIKE THE DEN . 
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ration advertising space; an early decision made in order to” 
Journal circulation. The success of 
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|turers who want the incorporation 
|of new materials at once after the 
|; war must do something to stimulate 
manufacturers into new develop- 
ments, he asserted. 

* 


Ye 


Manufacturers should be sure 
they can get distribution for new 
products before they go too far in 
their development and production, 
|advised Herbert Metz, sales man- 
ager, general lamp and _ lighting 
| division, Graybar Electric Company. 
He said appliance manufacturers 
| will have a tough distribution prob- 
lem and those who get in first will 
be best off. Manufacturers must re- 
member that while distributors 
want to be loyal to old sources, 
_ nevertheless they must be put in a 
| position to meet competition of new 
| products offered by other manufac- 


Advertising Age, November 22, 1543 


turers. Mr. Metz said his compo 
helps its suppliers to estimate m.+ 
kets for new products but it di. 
not test products for them. 

~ * * 


Any postwar planning based ,, 
conversion of “E” war bonds ‘or 
buying power will be fatal, warnog 
Russell Weisman, chief editor,a) 
writer, Cleveland Plain Dealer, ang 
professor of business and eo. 
nomics, Western Reserve Unive:s 
ity. These bonds, he said, should 
be regarded as savings and quick 
conversion on the basis of savings 
would result in inflation. Postwar 
business, he advised, should be 
planned on current income. Mr. 
Weisman said unemployment at the 
end of hostilities depends on en. 
couragement of capital for invest- 
ment and any planning must ip- 
clude sound domestic economy ind 
international relations. Questioned 
on labor costs, he said efficiency of 
production will permit high wages, 

ao * * 


Mr. Holme referred to a national 
study which indicated that a ma- 
jority of people are going to keep 
their war bonds. This applies par. 
ticularly to old line employes, he 
said, whereas temporary workers 
may be more likely to cash theirs 
in. Commenting on foreign trade 
possibilities, Mr. Holme noted the 
need for much greater rehabilitation 
than after the last world war due 
to the wider range of fighting. Our 
higher income will result in imports 
which will build foreign buying 
power and probably will be in- 
creased by a need for importing raw 
materials. Demands from Russia 
are likely to ebb as it finds closer 
sources in Europe and within itself, 
he suggested. 

x a ad 

Mr. Livingston cautioned that the 
price element must be considered in 
planning postwar products and in 
order to meet the national income 
goals talked about, manufacturers 
will have to sell much more of their 
old products as well as new ones 
He is of the opinion that Washing- 
ton has no desire to control produc- 
tion longer than necessary. 


Richards Opens Office 


Harper Richards, Chicago archi- 
tect and industrial designer, has 
opened his own office at 158 E 
‘Ontario St. 
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| war or peace, Worcester makes 


POPULATION: City Zone 235,125. City and Retail Trading 
Zones 440,770. The Telegram-Gazette gives blanket cover- 
age in this solidly prosperous area — yesterday, NOW and 


tomorrow one of the great MUST markets of New England. 


WORCESTER, 
Fal, . Baal Stee < s 3 =? 


When 
great 


war came,’ Worcester’s 
machine tool industries | 
were found ready for quick 7 
adaption to the needs of war. 
When peace comes, they can 


change back just as quickly. In 


hundreds of products for which 

world markets are waiting; | 
Worcester factories are busy, | 
and Worcester’s buying power . 
is high. f 


th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS | 
beats el 
: GEORGE F BooTH Pubéisher- 


OWNERS of RADIO STATION WTAG 


PAu, Mbcheae ASSOCIATES, NATIONAL REPRESENTATIVES 
fis : : Pp? 


d cake + ~ a ie eA + 3, ; 
ss ; docs ne 2 . —4 7 d P . - aes eo ce 4 
i ’ : 4 
¥ ee 
rrr SSSSSSsssessesesssSSslslsseeesssnessnssnsensenneeenseesnssseeeeneeeeenn 
; . — ‘ ee 
——_— 
@| 
' { \ 
WY 
— 
Ht \ 
i ae eee > To —~ “si = Fa SEE e ee ee 
| an a oe ee ih ee ee Ae Be | 
; a a Oe a a a ae + ; Be BAST | ees «| a 
Ee ee eS ed 5 
; oh MASS. 
j be i ee : - : ee 7 ‘ = . 
4 : ig 5 a aT: ree ee Cs) Se ae a 7 . : Pm tee ee ge 
e. ch eo Wn ‘ = 4p ws - r al oe és oy eal 
: Affects Linage in Atlanta’ rion market” This! 
Mie ; ae i 4 . . : koa ee ea =. 5 a 7 ae ; Sa Sue Be: 2k. figs fev, “ ‘a ie% a ee — 
ag ee ad hetiad 7 . te ae a. Sa ee ee Oe er, ie, aa ™ we n- 
7 _*- —. “es = rae E fi : oe . . ee oe ee eek ’ 4 . sha a i, : = ; 3 
; ae a " ; : ae es ¥ Se i, ae cadet me ¢ a 4 
cog o = : ¥ : ; = 7 ei Pie ol ‘ pe M ™ 
; —  dwairtieine (all.are rationed nronortionatelv) had to be refused than fee: — a oe a 
2 ie ee a] > an og é ie 4 ~ 
. a pant a 2 a oe ie ae -ae = - ee : . . : d 
; : a be Ate . Pe : . Ss ay ae r iis ie e — ‘a 
; ll 2 ae a Tal ie ore. ee 2 ee wk ery ote ‘ 
i 4 om y, . ae d 7 Ee — y —_ ee . ; 
October, 1943, Total Retail Linage..... 815841 = 791875 ‘ , :  g — | 
alae f:. = - i > , ‘ 220 ae pan 2 =e ee Te * 
a a = oe Bx ele ; ts : . ra — ae: ; ae ee ae ate Be Se % <7 ee. 
.- f.. ae , ne | : ’ r= # lied pee a Bey", To ee « i ry 4 y 
: 4 ae Brae Ses a iis 2) 19 Stal : ics, Sar ee ‘ + A ee es ere Rh cian oe * aay il a ee 
S ‘ "i Lea See: og Se aa ei iat a 
tas ci - oe ; — 
P . Ae) ms ig — i. : , * ea at o ? <5 ia ‘ 
, ee : ellie 
: ae lie = 4 . “7 6 fs : at Fs on Pa A . 4 oe ne ¥ we, ; ie fen ee 4 oa é 
r Per September 30, 1943 | «193592 AH “5 ee | fat ic “ee 1 M0’ : 
| 2 ee x — pis eRe ind y a — | 
. -  - a s a *- 5 , - Sip ‘ i ie ss in 4 ” 
eet th a 2 THE SOUTH'S LARGEST AND MOST VALUABLE sits a ee - 
an jaa a ge a a 2 a ae ea a ie ts ee ia : ane ie ie $ ra ‘Wt p a . 
A i —— _ CIRCULATION PACKAGE REMAINS INTACT. AY Poe aes im oe oe it he ae £ es f 
: i r ee aa ae is : ; ‘ eat ie i ae = . 7 ¥ : a ‘ wos ws ep, es ce = , eee r 3 ’ pa ie 7 » 
saab a: ia to ee) ll Ss } it ke ae ; i 5 a ‘ : 
3 ‘ :  - a ‘ a Raid "I | i 
4 4 - | ; 
é a . | ; 
| The Atlanta J ournal oe, | . 
ae a ’ ‘ : a ae 5 | . 
a hae e z ; ice a ‘Sai -_ ie 1 
3 = 7 = ne iim. 7% ‘ i: a ae oe athe: erie. é 
: ad a a ae _— | eee 
. E 
| 
. i BS; , 
gm co oo 
| 
; 
’ he ae ; , 7? 
_ 2 4 ms Ss er a 2 4 " ‘ . . ae 5% ee - ‘ : , be \ hee cme G ? as ’ q ir we éX oe on 7 : fs 4 : oe , 
re Po ie eee og toh ae  % aa ey ‘2 F 4: € of =_ 4 we ya ee 4 ,? eR pela Fa died lays eee 


oR 


eres, and automobile stickers, 3,000 newspaper mats, 


.. As our contribution, we prepared and supplied: 
more than 250,000.posters, half a million window 


JIDN'T HAPPEN HERE! 


Last spring, the prospects for a record harvest in 
America were not too hopeful. Everything was 
working against the farmer. The weather, 
machinery shortages and—especially —a desperate 


scarcity of manpower. 


But today —while millions in other parts of the 
world are near starvation— America is eating. 


Eating well! 


How the problem was licked is one of the great 


stories of American agriculture. 


How Country Gentleman helped is one of the proud 


pages in our history of service to agriculture. 


Our job was to cooperate with the U.S. Department 
of Agriculture in recruiting more than a million 


farm workers. 


120 radio recordings! ™. 


2h 


This material was used by County Agricultural > 
Agents in every state of the Union . .. by the 


This small boy is one 
among hundreds of 
thousands who 
haunt the streets of 
Greek cities today 


U.S. Employment Service . . . by manufacturers 
who sent it to their dealers . *. by merchants and be 
organizations of all sorts, including the 650,000 
volunteer mobilization workers, all over the 


seeking food. 
country. 
The response was instantaneous and ie. Bs 
overwhelming. Between April 29 and f R °e 
September 1, the army of farm workers [ () l} NTRY e f NTLE Vj A iy 
was increased by placements totallin i ber nd 
y p 4 grag! Ra) 


1,600,000 — men, women, boys and girls 


from every walk of American life. NATIONAL SPOKESMAN FOR AGRICULTURE 


They saved the day. And this winter there will be 
good food, and enough food, for all. 
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Dr. Lynd Makes a Point 


Dr. Robert S. Lynd, professor of 
sociology at Columbia University, 
who admits that he thinks the 
American way is “not so hot,” took 
advertisers to task at a meeting otf 
educators in New York recently for 
endeavoring to convince both civil- 
ians and service men that no funda- 
mental changes should be made in 
the American economic structure 
when peace returns, 

In making his point for the bene- 
fit of the teachers who listened to 
him, Dr. Lynd, author of “Middle- 
town,” exhibited examples of news- 
paper and magazine advertisements 
which “quoted the soldier as telling 
the home front to keep the country 
the same until he returned.” 

Insisting that centralized eco- 
nomic planning by government 
should be adopted, the speaker as- 
serted, “We could take our lesson 
from Russia, where we have seen 
that centralized economic planning 
for the welfare of the people has 
been accomplished, even though 
there is no political democracy.” 

While Dr. Lynd’s arguments in 
favor of a Russianized economy 
could be shot full of holes, as wel 
as his rather labored inference that 
the advertising he referred to sug- 
gests a bar to further progress, we 
think that advertisers might well 
take a hint from the redoubtable 
professor and carry their story a 
step further. 

The American way, to which Dr. 


Lynd refers in such uncomplimen- 
tary terms, has given Americans, 
including workers in all fields, not 
only a high standard of living as 
compared with Russia and the rest 
of tne world, but it has given them 
a constantly increased share of the 
national income. Workers enjoy not 
only greater incomes, but greater 
1iving comforts because steadily im- 
proved technoiogy has worked suc- 
cessfuily in the direction of lowered 
prices and mass distribution ot 
many products which in other coun- 
tries are reserved for the use and 
enjoyment of the favored few. 

In working to maintain the es- 
sential features of a free economy, 
with encouragement for private in- 
itiative and enterprise, industry 
should therefore call on the Ameri- 
can people to hold fast to a program 
which has not only given them the 
most prosperous country on the 
globe, but also is the only one which 
assures steady and constant im- 
provement in the economic lot ot 
the whole people. 

The free enterprise system is the 
system of progress. Traditional 
American ideas and ideals are 
wrapped up in it—but instead of 
being a bar to further improvement, 
it is a guarantee that continued 
improvements will be made and 


shared with the whole people. Dr. 
Lynd has made a point, and it 
should be emphasized in further 


advertising of the basic idea. 


Cutting Distribution Costs 


The Federal Trade Commission’s 
massive study of distribution in the 
food industry, reviewed in detail in| 
this issue, calls for reduction in the 
costs of distribution, and some of | 
its criticisms are no doubt founded | 
on fact. Eliminating unnecessary | 
distribution expense is a service to| 
the public and the consumer, since 
all of the costs of an unwieldy sys- 
tem are necessarily represented in 
the final retail price. 

There are some inferences in the| 
report which suggest that in fields 
where production is in relatively 
few hands, monopoly is encouraged 
to the extent that price levels are 
higher than they should be. This 
argument is hard to follow, since 
most of the mergers which resulted | 
in the formation of giant food cor- 


which was not always 
rect in practice, that 
expenses could 


proved cor- 
distribution 
be lowered by em- 
ploying the same machinery of dis- 
tribution to carry a 
of non-competitive products. 

While this has resulted ir 
mies in many instances, 
found in others that distribution 
and consumption patterns for vari- 


larger volume 


1 econo- 
' 


it has been 


ous food products do not coincide, 
and that independent distribution 
and sales organizations had to be 
set up to serve specific products and 
their markets. But in general the 
consolidation of production in fewei 
hands was at least an effort in the 


direction of lowering distribution 


costs, and in many cases this has 
been the result. 
It is also a glaring fallacy to 


assume that mere size creates mo- 
nopoly of the market on a non- 
competitive price basis. As a matter 
of fact, most of the big companies, 
whether the major 
meat packers or the leading cereal 
manufacturers, competition 
with companies 


one thinks of 

are in 
aggressive oper- 
ating locally and regionally, as well 
as nationally, and setting up price 
competition of a very effective char- 
acter. 

As long as 
ment and 


there is encourage- 


incentive for enterprise, 
there will be plenty of business men 
ready and able to compete with the 
largest companies in 


every field, 


the consumer the bene- 
fit of competition for 


pressed 


and to give 
business ex- 
in terms of price.as well as 


| other consumer benefits 


A NEW CONSERVATION NEED 
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Chicago Times Syndicate 


Helicopter Service 


We wouldn’t doubt it in the least 
if you told us you’re getting more 
than a bit fed up with the prom- 
ises of what the postwar era will 
bring in the way of miraculous im- 
provements. However, on the as- 
sumption that you’re just pliable 
enough to stretch your imagination 
another notch, we thought you’d 
like to know that if postwar plans 
of the Sixth Avenue Association, 
New York, ever reach fruition, 
helicopter shopping will be the 
order of the day, because the asso- 
ciation’s plans call for a number of 
helicopter landing points in the 
midtown and financial districts of 
New York, and according to V. 


Clement Jenkins, president of the 
association, the roof of Gimbel’s 
department store will be one of 
them. 


Frederick A. Gimbel, head of 
Gimbel’s, confirmed the statement 
that his company is being seriously 


considered in connection with the 
helicopter shuttle service which 
would run from LaGuardia and 


Idlewild Airports and terminate on 
roofs in the midtown and downtown 
districts, including Gimbel’s. 

The program goes still further, 
contemplating a helicopter cargo 
service from the garment fashion 
center of New York to the airports 
in order to rush New York’s high 
style dresses to world fashion cen- 
ters and to develop new markets 
for New York’s principal manufac- 
turing industry. 

But there are others who are also 
planning for the day when “helicop- 
tomaniacs” can plunk their ma- 
chines down on the roofs of their 
stores. Recently Wm. Filene’s Sons 
Company of Boston filed with the 
CAA to inaugurate a_ helicopter 
service between Boston 
England cities, thus expediting de- 
liveries, giving Filene personnel 
quick contact with all stores and 
making stocks of its Boston store 


England in jig time. 

And to further plague CAA, al- 
ready deluged with postwar appli- 
cations, the Kerr Dry Goods Com- 
pany of Oklahoma City requested 
permission to operate a helicopter 
service between its present site and 
other Oklahoma towns of 5,000 or 
more population. The company re- 
cently used its front windows to 
show the townsfolk in full detail its 
plans for helicopter delivery service 
after the war. 

“Prefabricated houses, television 
sets, automatic maids, deep-freeze 
lockers, robot laundries, plastic 
plumbing and self-operating elec- 


7 j 
and New 


available to customers all over New 


Ad-libbing 


the sixth floor, please.” 


The Tough School 


ADVERTISING AGE’S London edi- 


recent debate in the House of Com- 
mons on the coal situation, Sey- 
mour Cocks, once advertising man- 
ager for the Peiman Institute, one 
ot the notable advertising successes 
of yesteryear, criticized tne adver- 
using of the Munistries of Labour 
and Mines severely, and guaranteed 
that if the ministries wouid use tnis 
copy in the school magazines, most 
ot their recruitment probiems would 
be solved: 

“The conditions are detestable. 
You will have no smart unitorm to 
wear; your clothes and body will be 
grimed by coal dust. For six days 
a week you will never see the sun, 
and on Sundays you will be too 
tired to do anything but sleep. Only 
a patriotic and brave man will take 
on such work. No weaklings need 
apply. England desperately wants 
coal. Volunteer for the most joy- 
less job in the war.” 

Mr. Cooks’ outburst reminded 
English admen of the time when 
Lord Northcliffe is reported to have 
turned down a Pelmanism adver- 
tisement in the Daily Mail, asserting 
that the advertising copy killed the 
news in the rest of the paper. 
“Make me editor,” retorted Mr. 
| Cocks, “and I could kill the adver- 
tisements.” 


Jottings 

Full pages saying, “Best Wishes 
to All Our Friends— The Circus 
Sirens,” and similar heart-rending 
| ballads will be absent from the an- 
nual anniversary and holiday greet- 
|ings issue of Billboard this year. In 
fact, there will be no annual anni- 
versary and holiday greetings issue. 
Instead, prospective greeters are be- 


tric kitchens, take this car down to 


torial man reports that during the 


Advertising Age, November 22, 19.2 


Informatio:, 
for 
Advertisers 


The following documents may be 
secured without charge from c - 
panies sponsoring them, or thro igh 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2248. Looking Ahead in the 
Mining Industry and Markt. 


Mining Congress Journal, of 
publication of the American Mini: 
Congress, has issued this booxle 
which outlines the publication's 
market, present and future, pointing 
out that the mining industry {aces 
the replacing and rebuilding of 
machinery and equipment surjass- 
ing prewar standards, coupled with 
advances in equipment and methods 
which have lain dormant during the 
war. Coverage and readership are 
discussed, and rates and mechanical 


specifications of the Journal are 
provided. 
No. 2249. 1943 Visualizing Map. 


1943 maps visualizing family cov- 
erage of the daily and Sunday Fort 


Worth Star-Telegram in the Fort 
Worth trading area have been 
issued by the newspaper. The 


county tabulations accompanying the 
maps cover the number of families, 
circulation and percentage of fam- 
ily coverage, and a business index 
for 96 counties gives data on popu- 
lation, buying income, retail out- 
lets, retail sales and other informa- 
tion. 


No. 2250. Facts for °44. 

Metal Progress has issued this 
booklet, which points out the im- 
portance of the metal engineer- 
whatever his precise title—as the 
man who knows metals, specifies 


No. 2161. 


ing told to buy an extra war bond, 
thus depriving the amusement} 
weekly of some $24,000 worth of| 
sincere good wishes, but at the same | 
time saving some very precious | 
paper. .. 

The Grocery Manufacturers Sales | 
Executives of Chicago have organ-| 
ized their own paper salvage drive, | 
working with salvage authorities to 
see that every bit of waste is col- 
lected from food wholesalers, dis- 
tributors, chains and others. 
Grass of Mrs. Grass’ Noodle Com-| 
pany is chairman... 


| 


Carstairs is literally cleaning up| Market Organization has issued this 
supplying bar and cafe/ folder, which outlines the scope 0! 


bars by 


owners with guest-size cakes of|the Negro market, tabulating 1940 
soap with the Carstairs seal and/| population and 1942 income in the 
. «| Major cities. 


slogan embedded in three colors. 


considerable 
misunderstanding about 


Irving | No. 2245. 


the metal to be used in a product 
and determines its processing and 
fabrication. The booklet reports on 
the publication’s continuing surve) 
of reader interests, and shows how 
editorial content is geared to appeal 
to supervisors of metal product 


No. 2221. WKBN Promotion in 
Youngstown. 

Station WKBN, Youngstown, L., 
which increased its power to 9,000 
watts nighttime June 6, has issued 
this brochure reproducing its ¢ 


paign announcing the change, a 


with the complete story of year- 
round program and station promo- 
tion. The pages of the brochure 
show illustrations of mewspaper 


promotion, theater trailers, outdvo! 


posters, mailings, dealer coopera! 
and all the other devices used 
the station. 


No. 2153. Survey on Dehydra 
Soups and Foods. 

The Philadelphia Evening Bu 

tin has issued its second survey 


dehydrated foods and soups ¢ 


ducted by personal interviews Ww 
1,294 Philadelphia housewives wh 
they were in 14 supermarkets re 
resenting a cross section of 
Philadelphia area. The extent 
use of dehydrated products 
shown, with reasons put forth 
non - users and typical comme! 
showing consumer attitudes. 


Nippon—America’s Mo 
Dangerous Enemy. 

The New York Mirror has issue 
this brochure, reprinting a series 
articles which have appeared in }' 
columns, written by corresponden' 


who have lived and worked among 
the Japanese. Gathered together 1 
convenient form for closer study, 
| this material should help to dispe! 
misinformation an® 


tives, strength and weaknesses 
our enemy in the Pacific. 


America’s Negro Mark: 
Is Growing. 


The David J. Sullivan Neg: 


the mo- 
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} > Joe: 


It sure was grand to hear from you. I’ve 
had your letter posted on the bulletin board 
in your old department, because all the fel- 
lows and girls there are thrilled by the job 
you’re doing and are eager to hear about you. 
1 personally was glad to get your note because 
you and all the other fellows from the place 
who went into service have never been far 
‘rom my thoughts. 


As a matter of fact, when you ask me what 
our post-war plans are—because the boys in 
your outfit would like to know the kind of 
world they’ll return to—you hit the very rea- 
son why I have had you on my mind. 


Our first thought is to get you back—by 
turning out the stuff we know you need. For 
unless we first win the war, o post-war plan 
will be of any use. 


However, if we don’t begin to lay some 
plans now, we won’t be able to put to much 
use the victory you fellows are winning for 
us. And our company, along with other com- 
panies—and with agriculture, commerce and 
the professions—is eager to help provide the 
jobs that people will want and need when the 
war’s over. 


Final decision regarding many of our plans 
depends on the answering of some mighty im- 
portant questions. They’re not the old ques- 
tions of what competition is likely to do or 
how we can increase our plant capacity. 
They’re new questions. 


For example, what about taxes? Will the 


tax laws be changed to encourage investment 
in private enterprise, to induce people to take 
risks without fear of having all their profit 
taxed away? 


What is government going to do with the 
plants it has built for war work? Will it put 
these into competition with private business 
or will it sell them to business for its own use? 


How are we going to finance our recon- 
version to peacetime manufacture? How 
promptly will we be paid when our present 
government contracts are cancelled? 


As I say, much of our planning depends on 
getting answers to these questions. But all in 
all, I would say that given a political and eco- 
nomic environment favorable to the expansion 
of free enterprise, you can be sure that—just 
as we are giving you what you need to win 
the war—we will be able to give you what 
you'll need to enjoy the results of victory. 


Sincerely, 


Business Week is the one magazine in the weekly field devoted 
entirely to events as they affect business today. Not on sale 
at newsstands. Sold only by subscription as a business ser- 


vice. Published by McGraw-Hill, 330 W. 42 St., New York 18. 


BUY MORE WAR BONDS 
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Bankhead Bill for 
Gov't Advertising 
Passed by Senate 


Measure Altered to 
Prohibit Payment of 
Agency Commission 


Washington, D. C., Nov. 17.— 
After two days of sharp debate on 
the Senate floor in which institu- 
tional advertising and special post- 
age rates were characterized as sub- 
sidies for the press, the Bankhead 
bill for paid government war bond 
advertising was passed and sent to 
the House Tuesday. 

In the form finally adopted by a 
narrow 40-35 margin, the bill was 
sliced to eliminate all daily news- 
papers in communities of more than 
10,000 and to insure that no com- 
missions are paid to advertising 
agencies for placing the government 
programs. 

As the result of an amendment 
sponsored by Sen. Reed of Kansas. 
a newspaper publisher himself, the 
advertising appropriation was lim- 
ited to $12,500,000-$15,000,000 for 
daily, weekly, semi-weekly and tri- 
weekly newspapers of general circu- 
lation in communities of 10,000 or 
less, and weekly, semi-weekly and 
tri-weekly papers in communities 
over 10,000. 


Predicts Restoration 


The bill will be considered by the 
House ways and means committee, 
and is enthusiastically supported by 
the chairman, Rep. Cannon, Demo- 
crat of Missouri, who predicts that 
the bill will pass the House by 
Christmas with the full $30,000,000 
restored. 

Institutional advertising and fed- 
eral laws classifying advertising as 
a deductible business expense suf- 
fered a rough going-over as advo- 
cates of the Bankhead bill sought to 
prove that it was no more of a 
subsidy than other federal legisla- 
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tion friendly to advertising and the 
press. 

Referring to war bond advertising 
by firms which have no merchandise 
to sell, Sen. Clark of Missouri de- 
clared at the Monday session that 
institutional advertising “is paid for 
by the government to the extent of 
more than 90%.” 

“It does not cost the advertiser 
anything to speak of,” he said, “be- 
cause the government is paying for 
it when the advertiser deducts the 
cost from his tax. He is acting the 
part of big hearted Jim, putting out 
advertising at the government’s ex- 
pense.” 


Tax Laws Called “Subsidy” 


Previously, Sen. Bankhead had 
opened the debate by charging that 
the tax laws constituted a “con- 
cealed subsidy” to advertisers. He 
asserted that laws permitting cor- 


porations to deduct advertising as a 
part of the cost of doing business 
had resulted “in very large deduc- 
tions from the net income on which 
income taxes are paid,” and that 
“the government is indirectly pay- 
ing the cost of advertisements in 
many of the metropolitan news- 
papers.” 

“Does the fact that payments are 
indirectly made by the government 
to the newspapers make it any less 
a subsidy than if newspapers are 
directly paid by the government?” 
he asked. Since the Treasury has 
no records of these deductions, he 
continued, they are “unknown and 
concealed payments,” he said. 

“If these payments constitute a 
subsidy to the advertisers,” Sen. 
Bankhead continued, “it is a con- 
cealed subsidy, in which transac- 
tions the newspapers participate and 


get most, if not all, of the actual 
money involved.” 


Says Large Papers Benefit 


“The metropolitan newspapers,” 
he said, “are being enriched by sale 
of space to corporations and other 
business advertisers, most of which 
advertisers have neither services 
nor goods for sale.” 

Chief argument for the bill fol- 
lowed the line advanced by mem- 
bers of the National Editorial Asso- 
ciation who had dominated the 
hearings of the banking and cur- 
rency committee on the bill. Sen. 
Bankhead said that institutional 
advertising was concentrated in 
large papers and that it was not 
reaching people in communities of 
less than 10,000. 

The Reed amendment, originally 
proposed by Sen. Ball, who had 
voted against the bill in committee, 
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was passed on the second day o;{ 
argument when it was decided tha: 
no additional war bond advertisin: 
was necessary in large papers. | 
proposing the amendment, Se; 
Reed said that as a publisher of 
newspaper in a medium size com 
munity, he felt that the small pape 
had suffered under war conditio; 
and were entitled to some he! 
His own paper was excluded fr: 
the program by the amendment 


Proponents Hit “Expense” 


Throughout the debate, propon- 
ents of the bill revived the argy- 
ment against advertising as a proper 
business expense. At one point Sen 
McKellar, chairman of the Senate 
appropriations committee, asked if 
it weren’t true “that more money 
is spent for advertising because of 
the deduction permitted in tax re- 
turns.” 


understand . 


CHOOSING editorial features of The Iron Age to plug in these pre- 
sentations to prospective advertisers (and you are, aren't you?) is as 
tough as trying to select the One Gal Any Sailor Would Most Rather 
Be Marooned With. There's almost endless variety, and each—for one 
reason or another—deserves the blue ribbon. If you're not in metal- 


working, you'll never know first-hand just how true it is that The Iron Age 


is one ‘must’ for readers and advertisers alike. But we're extending 
this series of ads to cover more subjects; if you'll stay with us, you'll 


. and you'll place schedules to our mutual advantage. 
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Several Senators demonstrated by 
their remarks a mistaken belief 
‘hat advertising was considered de- 
juctible by the Treasury only when 
+ was donated for war work. One 
or two times, prominent Senators 
.ommented that advertisers were 
taking advantage of the government 
by devoting small portions of their 
copy to war bonds and deducting 
the full cost of the advertising from 
their tax returns. 

They were finally corrected by 
Sen. Overton of Louisiana, a_ con- 
<istent opponent of the bill, and Sen. 
Barkley of Kentucky, the majority 
leader. “Mention of war bonds is 
more or less incidental,” Sen. Bark- 
ley explained. “If there was no war 
bond drive in progress the adver- 
tiser would receive a deduction for 
such expense as a part of his oper- 


North Dakota to earmark $5,000,000 
of the fund for radio fell by a 54-21 
vote, but the Senate was repeatedly 
warned that the Bankhead bill 
“was like letting the camel’s head 
into the tent” and that other media 
would soon be seeking appropria- 
tions. 

Minutes before the final vote was 
taken Sen. Ball warned that “This 
is not a bill primarily to sell war 
bonds, but a bill to help weekly 
newspapers which have been hurt 
by the war. 

“If we pass this bill to bail out 
this particular group of business 
men,” he said, “it will be only the 
beginning.” He said Congress had 
never bailed out the auto dealers 
“who were knocked completely out 
of business.” He added that deal- 
ers in electrical supplies, refrigera- 


handling ration coupons are doing 
a difficult job. 


Calls Bill First of Series 


“If this bill is passed, and if an 
appropriation is made,” he said, “it 
will be only the beginning of a long 
series of bills to get this group, or 
that group, on the federal gravy 
train.” 

Sen. Overton pointed out in the 
opening day’s debate that all fed- 
eral agencies were opposed to the 
bill. He attempted unsuccessfully 
to amend the bill “to authorize” 
rather than “direct” the Secretary 
of the Treasury to buy the adver- 
tising space. 

Replying to Sen. Bankhead’s de- 
fense that the bill was not a sub- 
sidy since the government received 
value for its advertising dollar, Sen. 


tor from Alabama that it is paid-for 
patriotism. 

“It is a dollar brand of patriot- 
ism,” Sen. Overton declared. “It is 
making out of the beneficiaries 
merely hired Hessians.” 

Declaring that this was the first 
time that 


States ought to pay for patriotism,” 
Sen. Overton concluded, “Why 
should not the newspapers fall in 
line, as have other private agen- 
cies?” He joined with Sen. Taft and 
others to praise the cooperation 
offered by radio stations without 
pay from the Treasury. 

It was Sen. Overton who referred 
to the postal rates as a subsidy for 
the press, asserting that newspapers 
were receiving $40,000,000 a year 
from the government in reduced 


it had been suggested | 
that “the Congress of the United} 
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a subsidy.” 

Sen. Bushfield of South Dakota, 
noting that no mention was made 
of the letter from Secretary Mor- 
genthau opposing the bill in the 
committee report, read the Morgen- 
thau letter into the records. Other 
Senators, during the debate, estab- 
lished that the bill will oblige Mr. 
Morgenthau to buy an equal amount 
of space in each of the papers, and 
to pay regular card rates. 


Promotes N. J. Resorts 


An increased appropriation of 
state and municipal funds to adver- 
tise New Jersey resorts throughout 
the country, is called for in plans 
adopted by the newly-formed New 
Jersey Resort Association, which is 
cooperating with the New Jersey 


ating cost.” tors and washing machines are out} Overton declared, “It may not be a|rates. While not arguing against Council, state promotional board 
An amendment by Sen. Langer of|of business today, and that grocers! subsidy, but I will say to the Sena-| this, he said, “Surely it constitutes financed by the state. 
seinen - 
Joins Lock Company Zz 


Charles F. Saunders, formerly as- 
sistant advertising manager, Flor- 
ence Stove Company, Gardner, 
Mass., has been appointed advertis- ; 
ing manager of Independent Lock 7 
Company and Lockwood Hardwood 
Mfg. Company of Fitchburg, Mass. 

He will coordinate advertising, sales 
training, and sales promotion. 


Gets Hosiery Account 

Hanes Hosiery, Inc., selling agent 
for Hanes Hosiery Mills Company, 
Winston-Salem, N. C., Whisnant 
Hosiery Mills, Hickory, N. C., and 
Wilkes Hosiery Mills Company, 
North Wilkesboro, N. C., has ap- 
pointed John A. Cairns & Co., New 
York, effective Jan. 1. 


pin Mot Hews So 


ONE MORE EVIDENCE OF THE BEST WAY 
TO REACH THE 100,000 KEY MEN OF 
AMERICAN METALWORKING 


Bradt Appointed 
G. L. Bradt, formerly with the 
Republic and Gazette, Phoenix, 
Ariz., and Bradt-Pike Advertising 
Agency, Modesto, Cal., has been ap- 
pointed promotion manager of the 
Pacific Coast Division, Bureau of 
Advertising, ANPA, San Francisco. 


Trol’ to Gumbinner 

The Odell Company, Newark, has 
appointed Lawrence C. Gumbinner 
Advertising Agency, New York. The 
new Odell hair tonic, Trol, will be 
promoted territorially, using news- 
papers and transportation advertis- 
ing. 


Newcomer to The Iron Age is the sparkling page headed “News Front” 
—brief items of interest to industrial men in general and metalworking 
men in particular . . . “inside” or “advance” dope, much of it appearing 
in public print for the first time anywhere. 

From its beginning, reader interest in “News Front” ran high. No 


-_ 


———— 


' ANYTHING . 
survey has yet been made, so we can’t quote a percentile rating—but we FROM 20 
know from our mail that the reception bordered on the colossal. WORDS ON UP 
Where do we get this material? How come, suddenly, these pipe- IS A GOOD 
lines from secret sources of significant hot news? Let’s let that cat out "BREAK" ON A 
of the editorial bag: “News Front” is done with mirrors. That is to say, 


the “newness” of this feature is partly an optical illusion; The Iron Age 
has always had these pipelines—good correspondents covering live beats, 
and alert editors watching for leads. To produce “News Front,” it was 
only necessary to select short “inside” stories that become available for 
each issue and to group them on one page. The “dope sheet” format is 


‘eases STATION! | 


: Exclusive 
a mere frill. National 
There’s one editorial advantage in this grouping: it permits last- Representatives: 
minute additions and substitutions, minimizing the time-lag between the WOR-WEBW .... + 7, Batfale 
composing room and the reader's desk. on - 
° ° ° ° EE boise a cen sekaveseaeseeae indianapelis 
From the standpoint of you who sell and advertise material, equip- WKZO KaiamazooGrand Rapids 
. er ak cS . K MBC Kansas City 
ment, and supplies to America’s vast metalworking market, “News = -—————— WAVE eRe 7 
ae ‘a AND DON'T FORGET | _ WMBD a ... .Peorla 
Front” is important as one more editorial element that goes to make hi ina ee KSD St. Lous 
ee 99 ; P . cage stand. WFBI Syracuse 
| The Iron Age “must” reading each week for 100,000 key men. It’s one Sry Ad =C*.\\2> 1OWA 
} P “ere al aor ae 5 } Yes Mol 
. more evidence of the publication’s indispensability to the men who con- = '———— I ~ woo yt 
: . , tn ae Lape KMA Shenandoah 
J trol American metalworking. There’s no need to spell out the moral . . . J) ay aa cake 
i "tl j , isi ee >< WCBM Balti 
if you'll just remember that fact when you're planning advertising Ae a, weee charleston 
r schedules now and later . . . especially /ater, when selling may be tough. “ann. » tally “IT WPTF “Raleigh x & 
~~ Q ao : thes WDBJ Roanoke ies a 
; \ J SOUTHWEST 2 
ay & KOB Alb e 
wi wNA ~ 4 KOMA Oklahoma, City ji 
\ Phen Jar 2 KTUI ulsa 
\ ? /' ra S fh PACIFIC COAST 
\ ~ . KECA Loa Angeles 
: a KOIN-KALE Portland 
. ™ KROW ‘ Oakland-San Franciece 
| KIRO Seattle 
KFAR . Fairbanks, Alaska 


and WRIGHT-SONOVOX, Inc. 
. 


For tatest radio information, call 


FREE & PETERS, inc. 


Pioneer Radio Station Representatives 
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16 
Studies Sewage Market 


Sewage Works Engineering, New 
York, has published a 20-page illus- 


Drop AMA Seals 
trated brochure on “Postwar Sales | ’ 
Opportunies inthe seware works QA All “General 
dented volume of new business | P 

Purpose’ Foods 


opening up in this field. 

Chicago, Nov. 17.—In the most 
sweeping action since Good House- 
keeping dropped its famous seals in 
accord with an FTC mandate, the 
American Medical  Association’s 
Council on Foods and Nutrition has 
abandoned its seal of approval on 
all “general purpose” foods. 

The Council, in a report pub- 
lished in the Journal of the Ameri- 
can Medical Association, revealed 
that companies whose products fall 
within the “general purpose” foods 


BOOKLET MAiLED TO 
EXECUTIVES ON REQUEST 


; category will be given until next 


November to dispose of their sup- 
plies of remaining labels carrying 
the AMA seal. 

Special purpose foods, the Coun- 
cil said, may still carry the seal. It 
described these as “any food pro- 
moted for a special group of the 
population in relation to health, 
growth and development.” Here- 
after, it said, the Council will de- 
vote its attention particularly to 
foods that stand “in very definite 
relation to specific medical and 
health problems.” 


‘Good House’ Makes Change 


Decision to drop the seal on many 
nationally advertised products was 
not unexpected, since the Federal 
Trade Commission in May, 1941, 
ordered Good Housekeeping to give 
up its Good Housekeeping Institute 
seals of approval. The magazine 


subsequently substituted a guaran- 
tee effective only for products ad- 
vertised in Good Housekeeping and 
good only for a six-month period. 
Goods or services advertised at 
least twice a year in the magazine 
thus qualify for tests which may 
result in guarantees of replacement 
or refund of money. 

The AMA Council, in its report, 
pointed out that passage of the 1938 
Federal Food, Drug and Cosmetic 
Act greatly strengthened the gov- 
ernment’s power to deal with label- 
ing of such products, maintenance 
of quality standards, and related 
problems. 

Its seal program originally was 
adopted, the Council added, to 
encourage firms to obtain as much 
scientific information as _ possible 
concerning their products, to label 
these products honestly and infor- 
matively, and to advertise them in 


WHO FARM EDITOR 
TOURS BRITAIN! 


‘*That’s odd,”’ says you, gazing pensively 
out of the 46th story window, ‘‘what 
would Iowa farmers gain from that?” 


You’d be surprised. lowa farmers are 
perspicacious people (9°) of them have 


tions. 


his impressions for simultaneous re- 
broadcast by WHO and other Iowa sta- 


Now Our ’Erbert comes back brimming 
over with interesting high-lights on Brit- 
ish farming, and why more Iowa food is 
needed for the War effort. 


lowa farmers are eating up the story of 


his trip. 


It’s an entirely new angle. 


No 


other of the 39 commentators on the air 
knows so much about the farm problems 
of War (and even before the War, Herb 


attended college). They doa lot of think- 
ing about war problems, food production 
and what’s going on in the world. They 
are earnestly trying to raise about one- 
tenth of the food supply of the U.S. A. 


Through the generous cooperation of the 
British Minister of Agriculture and the 
B. B. C., our farm editor, Herb Plambeck, 
toured every section of England, Scot- 
land, Wales and northern Ireland to ob- 
serve the agricultural war efforts and 
needs of the British people. As an ac- 
credited war correspondent for WHO, he 
also visited army camps, bomber bases, 
etc. 


Every Saturday noon for several months, 
GSP short-waved Plambeck’s report of 


WHO 


Plambeck was the best-known farm edi- 
tor in the State—knew every county 
agent by his first name, made 200 or more 
addresses each year before farm meet- 
ings). 


We sent our farm editor to the British 
Isles because we knew it would increase 
his value to our listeners. 


No, he’s not for sale. There’s no hook in 
this. It’s just another example of WHO 
Public Service. 


IOWA PLUS! 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 


J. 0. MALAND, MANAGER 
FREE & PETERS, INC....National Representatives 
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ways that 
implications. 


Listed 2,706 Products 


“The success with which al! 
this has been done,” said the Coun- 
cil, “is readily evident to any 0, 
who will undertake an examinat),,, 
of the Council’s book, ‘Accepted 
Foods,’ published in 1939, in which 
are listed 1,653 firms whose 2.7 ()¢ 
individual products carried the s-.| 
at that time.” 

The Council has long conside;e, 
limiting the scope of its activit), 
it added, and for various reas). 
the “most cogent” of which were 
passage of the federal law and con. 
tinued progress by the Food and 
Drug Administration in establi: 
standards of identity and rules re- 
garding the labeling of foods. Activ, 
to limit the number of product. 
eligible for the seal of approval wa, 
voted at the Council’s annual meet- 
ing here late in July. 

Familiar examples of special pur- 
pose foods, still eligible for the 
AMA seal, are those prepared {,; 
feeding babies and invalids. Othe, 
classes of products, such as syrups. 
present borderline cases which || 
be determined individually by the 
Council. 


Exception Is Made 


“Products that may be valuable. 
but which are offered for use by the 
population in general,” the Council! 
said, “‘are classified as ‘general pur- 
pose’ foods and under the action 
voted by the Council are, with per- 
haps a few exceptions, outside its 
scope and therefore will no longe 
be considered for the seal.” 

The Council signified its continued 
freedom of action to deal with any 
food product with an exception t 
its motion, saying that it may, unde: 
special circumstances, “consider the 
acceptance of any product when it: 
nutritional importance or the claims 
made for it seem significant for the 
public health.” 

Council members, with headquar- 
ters here, are now considering indi- 
vidual products and their qualifica- 
tions for the seal of approval, afte: 
which manufacturers will be noti- 
fied. This work of segregating 
classes of foods and each product in 
the various categories may 
several months, Council 
said. 


avoid all mislead),,, 
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displays 7 
via Silk-Screen 


on PAPER 
GLASS 
woopb 
METAL 


PLASTIC 
FABRIC 


FROM SMALLEST RADIO DIAL TO 


24 SHEET POSTERS 
AGENCY BUYERS: Ask us to give yous 


quick glance at silk-screen window, 
counter, point-of-sale and other dis- 
plays produced for leading national 
accounts. You will be convinced that 
ours is a valuable source for small, 
medium and large silk-screen displays, 


up to 24 SHEET POSTERS. 
e 


CRITICAL MATERIALS NO PROBLEM! 


Producing silk-screen displays that 
simulate pre-war quality, is accom- 
plished through use of suitable substi- 
tutes. Sturdy, attractive and leng-life 
displays are the result of exhaustive 
research and careful experiment with 
non-critical materials. 


29 YEARS EXPERIENCE in the creation 


and reproduction of silk-screen dis- 
plays, has equipped us with a “know- 
how” that compels A-1 quality. Tell us 
your problem. We confidently believe 
we can solve it. Write or phone 
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Born in slavery...orphaned 
as a baby . . . once, it is said, 
traded for a horse... few men 
in this world have started 
lower on the ladder to fame. 


But George Washington 
Carver had two passions that won him, at last, a 
place with Edison, with Morse and Bell and Burbank, 
among America’s greatest men of Science... He loved 
nature—and he loved books. 


Even as a frail, dark-skinned boy, “Little George” 
hungered to learn more about the plants and flowers 
that grew in the fields. And he knew that reading 
alone could tell him the secrets he longed to share. 


So, slowly, painfully, he taught himself to read. He 
devoured every stray book that fell into his hands— 
often propping them up above the washtub while he 
scrubbed clothes to earn money for more books. 


He sandwiched in a bit of schooling when and 
where he could. Went to college. Never stopped 
reading and studying, never ceased learning. And so 
his genius flowered into greatness. 


As a beloved teacher he brought the light of learn- 
ing to many; as an agriculturist he pioneered devel- 
opments that helped free the South from the shackles 
of the cotton system . . . that will affect profoundly 
the happiness and security of countless fellow men. 


. America honors the memory of this great agriculturist and scientist, beloved teacher, and benefactor of bis fellow men 


ORN A SLAVE...BOOKS unchained 
is amazing GENIUS! 


THE DISCOVERIES George Washington Carver made years 
ago are today receiving nationwide application. Many of 
these have been reported in The American Weekly along 
with those of other scientists—but told in simple plain 
language that all can understand. 


Used in Schools and Colleges 


The American Weekly is not a scientific publication. Neither 
are its editorial contents devoted entirely to archeological, 
astronomical, educational or other scientific subjects. But 
an unofficial check of editorial features showed that in the 
first six-months’ period of this year, The American Weekly 
devoted nearly 625 columns—88 pages—to subjects of sci- 
entific and cultural interest—more than any other general 
magazine in America. 

Such scientific articles, and others, embracing music, so- 
ciology and psychology, are so authentic that they have 
earned a place for The American Weekly in educational 
institutions, where they are used by teachers to supplement 
regular courses of instruction. 


ae 
me 


Thus, the desire to know —the priceless habit of reading 
for knowledge—is stimulated by The American Weekly— 
distributed week after week, from coast to coast with 20 
great Sunday newspapers—going into the homes of more 
than 7,750,000 families. 

So, too, it feeds those other hungers of the human heart 
with stories of love and romance, mystery and adventure. 
True stories—based on fact yet stranger than fiction—they 
deal with the deepest interests of life. And real people, turn- 
ing the pages of The American Weekly, slip away from the 
monotony of everyday and live the stories as they read them. 

Who can measure the boundaries of this deep and funda- 
mental influence—exerted week after week in more than 
7,750,000 of America’s homes. 

7 yr LA 
The manufacturer who gives his product or his institutional 
message national publicity in this mighty magazine is key- 
ing his message to the most profound and fundamental in- 
terests of the human mind and heart. He is putting behind 
it the greatest known force in advertising. 


ERICAN 


THEA 


“The Nation’s Reading Habit”’ 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bunc., Curcaco .. . . . 5 Woveranor Souane, Borrow... . « Aacane Broc., St. Louis . 


Gerwenst Morons Bisc.. Dermorr ... . . 101 Maarerta St., Attartas 


. « Hanna Bene... Crevetano 


. « « « Eotsonw Bunc., Los Awcetas ..... Heaner Bioc., San Paanctsco 
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Agencies Get Ready for 
Greater Television Use 


Medium Figures in 
Postwar Planning 
of Many Executives 


[Editor’s Note: This is the third 
of a series of articles dealing with 
television as an advertising medium. 
The current status of commercial 
television and the movie industry’s 
interest in its development were re- 
viewed in previous articles. In this 
article, the attitude of advertising 
agencies toward television, and the 
work now being done in advertising 
circles in anticipation of a new post- 
war advertising medium, is out- 
lined. ] 


By IRVING GENATT 


New York, Nov. 17.— Television 
is little in the conversation, but much 
in the thinking of advertising agency 
men these days. Many agencies are 
dipping hesitant toes into the tele- 
vision pool in an effort to garner 
program and production ideas which 
will stand them in good stead at a 
later date. Some have secured or 
assigned individuals to devote the 
major portion of their thinking to 
this field. Others have placed re- 
sponsibility for television know-how 
in the hands of present radio staffs. 
Still others have done little, in a 
concrete way, but are nevertheless 
keeping a watchful eye on develop- 
ments. 

Herewith are views and comments 
on television expressed by leading 
agencies in the field: 

N. W. Ayer & Son plans to be one 
of the leaders in television and is 
now studying the field, according to 
Richard W. Hubbell, former writer- 
producer-director of television with 
CBS, who went to Ayer a short 
while ago. 

What the plans are or what plans 
it is formulating on postwar tele- 
vision, Mr. Hubbell would not say, 
only adding that the serious inter- 
est evinced in television by the 
agency is indicated by his associa- 
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tion with Ayer. Another contribut- 
ing factor partly responsible in 
making the agency television-con- 
scious is the series of advertise- 
ments it is placing for its client, 
Farnsworth Television & Radio Cor- 
poration. Advertisements in this 
campaign show television in a vari- 
ety of uses, in the home, factory, 
etc. 

Mr. Hubbell, author of ‘4,000 
Years of Television,” and writer of 
an article in August Fortune, pre- 
dicts mass production of television 
sets at war’s end, with the result 


that the “whole structure of adver-| 


tising will be changed by the new 
medium.” 


JWT Will Be Ready 


J. Walter Thompson Company 
will be prepared to carry on in this 
new medium if and when it comes 
and in whatever form it comes, said 
John U. Reber, vice-president and 
radio director, who told ADVERTIS- 
ING AGE that for the past four years 
the agency has had a staff assigned 
to studying television even though 
their time is not devoted 100% to 
the project. 

“Prior to Pearl Harbor we tele- 
vised experimental broadcasts and 
put on a full-hour telecast for Shell 
Oil,” said Mr. Reber. “Of course 
the technique is quite different from 
radio and we intend to have a staff 
well equipped to cope with the 
technicalities of television. How- 


EF 


ever, as for television revolutioniz- 
ing the advertising business and re- 
placing other media, I’m not in a 
position to say. The subject is too 
remote.” 

Television definitely must be reck- 
oned with as a new advertising 
medium, said W. S. King, vice- 
president and radio director, J. M. 
Mathes, Inc. 

“In that regard we are paying a 
great deal of attention to the pro- 
duction of commercial motion pic- 
tures, which, aside from their use- 
fulness as an advertising tool, gives 
us practical experience in both 
sound and visual techniques which 
are applicable to television,” he de- 
clared. “We’ve made more than 50 
pictures in the last three years.” 

Batten, Barton, Durstine & Osborn 
began experimenting on General 
Electric’s station in Schenectady for 
three of its clients, B. F. Goodrich 
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Company, Lever Brothers and Han 
ilton Watch Company. Starting | 
August, a tentative schedule 

once-monthly telecasts consumi; 
full hour was launched, with 

three companies sharing the ; 
between them. The programs 

broadcast from 9 to 10 p. m. 


Prockter Sees Delay 
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“About two years ago we had the 
first commercial message televised 
over WNBT for Bulova, but with 
the advent of war we have been 
totally inactive television - wise” 
said Bernard Prockter, radio direc. 
tor, the Biow Company. “About 
three weeks ago we resumed op 
WNBT televising Bulova 
time.” 

“We feel that manufacture of sets. 
network setups and numerous other 
factors will hold up television from 
two to four years before it becomes 
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Dorothy Reitman, whose army 
flier husband lost his life before 
their son, Jan Brutus, was born, 
és one of many young mothers 
who are today raising strong, 
healthy, happy youngsters 
through the help of Better 
Homes & Gardens. 
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even a fairly potent advertising me- 
dium,” he added. 

Thomas D. Luckenbill, vice-presi- 
dent and radio director, Wm. Esty 
& Co., said: “While we are very 
much interested in television and 
watch it closely as well as doing 
some experimentation so that we 

may be ready to handle it intelli- 
gently, from an advertiser’s stand- 
point we think the problem of pro- 
duction of regular telecast shows 
will make the medium too ex- 
pensive a proposition.” 

“We haven’t been too active since 
there is no call for television com- 
mercially,” said a spokesman for 
Maxon, Inc. “However, we are do- 
ing some work on television and 
have a research staff studying it and 
FM. Our client, General Electric, 
is quite active in television and of 
course we are watching their prog- 
ress and developments very closely.” 


Byron P. Kirk, radio director, 
Arthur Kudner, Inc., indicated that 
his agency would shortly do some- 
thing on television. 

“Although we haven’t taken any 
definite steps as yet, we are mak- 
ing a very careful study of the field 
and plan to go into it soon,” Mr. 
Kirk said. 


Sees Great Possibilities 


“We can see vast possibilities in 
postwar television and are scouting 
around keeping informed so that we 
can go into it quite heavily when 
the time arrives,” said John Hines, 
manager of the radio department, 
Newell-Emmett Company. 

“All we are doing is watching,” 
declared W. J. Thomas Jr., manager 
of radio publicity, Young & Rubi- 
cam, who added, “I’ve been in radio 
14 years and 14 years ago they said 
television was just around the cor- 


ner and would revolutionize adver- 
tising.” 

“We are very much interested in 
television,” said R. E. Hackenger, 
radio director, Campbell-Ewald 
Company. “We would welcome it 
and hope to make use of the me- 
dium when it becomes practicable 
to do so.” He added that so far 
there has been no need for the 
agency to delve into the subject too 
deeply, and expressed the view that 
facilities at present are too limited 
to view the project as a national 
medium. 

“We are experimenting and doing 
research on television so as to be 
prepared in the event it does be- 
come a new advertising medium,” 
said Wm. H. Weintraub, head of the 
New York agency bearing his name. 
“As to how fast television will be- 
come a reality nobody can say. Con- 
version will be pretty expensive 


ic Gardens 


[sed me comfort and happiness” 


“After the tremendous shock of losing my husband five months before my baby 


was to be born, Better Homes & Gardens did me an invaluable service. 


Its 


pages recalled to me my duties as a mother-to-be, promising me much comfort 


and happiness when my baby would arrive—and providing a much-needed 
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Postwar television network developments indicated in this map were outlined 
before a joint meeting of the American Television Society and the Advertising 
Club of New York by Thomas F. Joyce, manager of the radio, phonograph and 
television department of RCA (AA, Nov. 15). Barring any radical changes in 
broadcasting standards or allocations, expansion will follow the broken lines 
indicated, while solid lines show the initial television network. 


and the project will never become 
a potent medium until television 
sets are mass produced.” 

“Of course, handling the DuMont 


and Paramount account, we are 
vitally interested in television,” said 
Jack Wyatt, radio director, Bu- 


chanan & Co., who added that his 
agency hopes very shortly to begin 
actual experimentation in the in- 
terests of both itself and its clients. 

“Here at Federal we are doing 
nothing,” said John S. Davidson, 
radio director, Federal Advertising 
Agency. “Television has a long 
way to go and even after the war 
its only value for the following five 
years will be on a localized scale.” 

Mr. Davidson told ADVERTISING 
AGE of a television program he con- 
ceived for a manufacturer of dog 
food, asserting that the client lost 
interest when it learned that only 


5,000 sets, or less, could receive the 
program. 


B-S-H Assists Clients 


Blackett-Sample-Hummert is do- ; a 
ing nothing on television insofar as 
the New York office is concerned, 
said a spokesman for the agency, 
who added that when clients ask 
for any information on the subject 
along research lines, the agency 
undertakes to make contacts and 
furnish pertinent data. Some clients Es 
are making inquiries on television P 
in channels outside the agency, he 
added. 

“We are very much interested and 
keep up with the changes as closely a 
as we can,” said Edgar G. Sisson Jr., 7 
manager, radio department, Pedlar 
& Ryan. “However, I am not of the 
school of thought that believes tele- 
vision will become potent as a new : 


interest in the future.” 


* * * 


on Better Homes & Gardens has discovered a happy manner of 
combining friendly, informal discussions of child care as a whole, 


WANT TO KNOW THE AGE, SEX. 


with detailed instructions in specific procedure, it not only solves imme- 


READING AND BUYING HABITS 
OF BROOKLYN SHOPPERS? 


diate problems, but gives young mothers a perspective of the future. 

Thousands of mothers all over America are having their everyday anxi- 
eties quieted and many problems brought about by wartime restrictions 
simplified—thanks to Better Homes & Gardens. 


for this Impartial Survey! 


thanks to 
Better Homes & Gardens” 


As wartime restrictions increase and family living problems become more 
numerous, you'll find a greater number of families echoing those words. 
To them, Better Homes & Gardens has become their guide to family 
living. 

In everything that affects the home life of its readers today . . . child 
care, meal planning, gardening, home furnishing and decoration, home 
.. Better Homes & Gardens is regarded as the family 


management . 
authority. 


IF YOU DESIRE A COPY OF THIS BOOK .. . Write to os 
ED. KENNELLY, NATIONAL ADVERTISING MANAGER 
We employ no national representatives 


Better Homes G Gardens 


America’s Family-Service Home Magazine 


*Fact-Finders Associates, tng, 
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advertising medium, until such 
problems as merchandising, manu- 
facturing and financing have been 
streamlined, which will take years 
after the war has ended.” 

Mr. Sisson added that Tom Riley, 
television director with NBC for 
three years, and now program sup- 
ervisor with the agency, is watching 
television developments carefully. 

S. James Andrews, radio director, 
Lennen & Mitchell, is certain tele- 
vision is the forthcoming new na- 
tional advertising medium which 
will assume an important niche once 
sets are marketed nationally at 
popular prices. 

“We are watching and following 


developments very closely,” 
Mr. Andrews, “and observe all tele- 


said | even considering the project. 


“For myself I don’t even think of 


casts on our own equipment. While| it since I have my headaches di- 
there is not much we can actually|recting a radio department,” said 


do about it we certainly intend to| 


keep informed of up-to-the-minute 
advances and keep abreast of its 
progress.” Biggest headache in tele- 
vision, Mr. Andrews thinks, will be 
that of obtaining proper talent in 
sufficient numbers for the new me- 
dium. 
Not Considering It 

Edward J. Fitzgerald, vice-presi- 

dent and director of radio, Donahue 


& Coe, asserted his agency is doing 
nothing on television and is not 


GIBBONS 


AOVERTISCING 


SAY STR 


TORONTO MONTREAL WINNIPEG 


KNOWS CANADA 
J.J. GIBBONS LTD. 


REGINA 


MERCHANDISING 


CALGARY EDMONTON VANCOUVER 


Mr. Fitzgerald. “However, I can say 
the agency is definitely interested in 
the progress of television inasmuch 
as we service many moving picture 
accounts which are themselves mov- 
ing into the field,” he said. 

One of the top executives of Ted 
Bates, Inc., declared he cannot get 
excited about television until he 
sees a more practical plan. “Up to 
now television people definitely 
have shown nothing to cause us to 
regard it as a national advertising 
medium,” he said. 

“We feel there will be sets on 
the market as soon as the war is 
over and now is the time to get into 
the television picture and prepare 
both ourselves and our clients for 
this new advertising medium,” de- 


‘James N. Manilla, 


clared Tom Hutchinson, television 
director for Ruthrauff & Ryan. 
(This is the first such title bestowed 
by any advertising agency.) 

“In this connection we have 
started a 15-minute program for 
Lever Brothers on the DuMont sta- 
tion, which will be televised every 
Wednesday. The program is not to 
be construed as a commercial show 
as we consider it nothing but an 
experiment,” said Mr. Hutchinson, 
who served as television program 
manager with NBC for four years. 


To Try Out Telecasts 


Kenyon & Eckhardt is definitely 
interested in television and has 
already approached the situation 
through DuMont and will shortly 
begin experimental telecasts. 

Compton Advertising is “feeling 
around and talking to people,” said 
radio program 


PT TORPEDOES 
FOR TOJO 


The Navy’s Motor Torpedo Boats are another example 


of American ingenuity and engineering skill. 


The success 


of these boats depends largely upon the ability of the 


men who operate them to spot the enemy first and the 
speed with which they can attack. They practically de- 


deliver their torpedoes right to the target, which accounts 


for their exceptional accuracy. The tremendous explosive 


power of the torpedoes they shoot gives these PT Boats 


a wallop that is unusually effective and complete. 


These amazing little boats are doing a big job. They're 


making History 


The kind of news San Franciscans are eager for.. 


and they’re making news. 


Good news! 


.and 


in San Francisco it’s The Call-Bulletin that delivers this 


news FIRST, 


ACCURATE 


and COMPLETE 


not to- 


morrow but today— when news happens and as news 
happens. 


Today there is nothing more important to thinking San 
Franciscans than WAR NEWS. That’s why they prefer 
a news newspaper. The popularity and prestige San 
Franciscans give The Call-Bulletin is proof of this pref- 


erence. 


Advertisers show a high regard for these same 


San Franciscans by the advertising responsibility they 


place on The Call-Bulletin. 


The. Call-Bulletin through its vast news gathering facil- 
ities gets the news and delivers it in San Francisco where 
the greatest Effective Buying Income is concentrated. 
This is why its circulation is on the increase and why its 


advertisers get “sure hit” results. 


San Franctsco 


CALL-BULLETIN 


The FUER Ee Sif Paper \ A a a _ in a EXOUIDISSY Marlket 


REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 


Advertising Age, November 22, 194 


supervisor, who added that the 
agency is very much interested 
the possibilities of television a, 
hopes to do something soon in { 
way of experimentation. 

Don Belding, chairman of ; 
board, Foote, Cone & Belding, t 
ADVERTISING AGE that prior to Pes,| 
Harbor the agency did considera})|, 
television experimentation for s: 
eral of its clients, Union Oil ang 
Sunkist, among others, working 
with the Don Lee television studio; 4 
on the Pacific Coast. 

Mr. Belding declared that withou: 
doubt television headquarters \ ||| 
be in Hollywood, where all the 
techniques of producing motion | 
tures may be employed in giving 
television the benefit of maste; 
producers, seasoned talent and ex- 
pert technicians. 

All television of the future wi) 4 
be tied up with the motion pictur | 
industry, declared Mr. Belding, be- 
cause actual production of televi 
shows will have to be done in 
vance of showing, which m« 
such programs will have to be re- 
corded on film and probably air- 
mailed so as to be in the hands 
every television station in the coun 
try from five to six hours afte 
completion, and perhaps telec 
the same day the film is made. 


Long Interested 


At McCann-Erickson, enthusia 
for television goes back some ye 
according to Lloyd O. Coulter, \ 
president, who said: 

“After the war television, | 
neglected, will blossom like a 
dow-box geranium when the fam) 
returns from vacation. Important 
basic changes, now controlled 
Army and Navy, will hasten 
growth of transmitters, receiv: 
and federal regulations. Here 
McCann - Erickson, our enthusia 
for television goes back some yea 
to our telecast of the Baer - Man: 
fight and a series of dramatic show 
Currently we are watching ne\ 
| techniques with keen interest.” 

A spokesman for D’Arcy Adve: 
tising Company, St. Louis, said th: 
agency is doing nothing on tel 
vision, and expressed his view tha’ 
television would be nothing m« 
than a medium for home entertai: 


ment. 
From two representative adv: 
tisers, one in the food field, 


other in the drug field, ADVERTISI‘ 
AGE elicited the following respo: 
to its questions on television: 

“We certainly intend to ke 
alert on the progress of television 
said W. R. Stuhler, radio assista 
to advertising manager Charles G 
Mortimer Jr., of General Fo 
adding, “If at any time it sho 
signs of being an economical 
vertising medium, we will sur¢ 
make use of it.” 

Joseph M. Allen, advertising ma 
ager, Bristol-Myers Company, fe: 
that as a national advertising m« 
dium television has a long way 
go and is still in an embryon 
stage, but that if and when tele\ 
sion gives some indication of p! 
viding network hookups on an ev: 
moderate scale, Bristol-Myers Con 
pany will certainly use the n¢ 
medium. 


Take A LOOK 
At Growth in 


__ WINSTON-SALEM! 


POPULATION: 83,500* 
August 1, 1943 as compared 
with 79,800 in 1942. 


RETAIL SALES: $46,400,690 
for twelve months ending Sep- 
tember 30, 1943—a gain of $6.- 
400,000 over 1942 totals. 


on 


| , 
EFFECTIVE BUYING INCOME: 
| $1,446" per capita 

213 last year—a gain of $2353. 


now—Sl.- 


These are some of the things that 


we = " se 
-make Winston-Salem a “must 
_market for advertisers. 


| “Sales Management Survey. 


JOURNAL and 
SENTINEL 


National Representatives: 
KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 
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ADVERTISING OFFICES: 


Philadelphia . . 
Washington, D. C. 
New York 
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. 230 West Washington Square 
. Pathfinder Bldg., 2: 
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Veet I’ve read it since I can remember...” 
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Thousands of men and women in our towns and small cities can say just that. 
They grew up seeing the PATHFINDER around the house, and hearing 
their folks talk about things reported and threshed out in its pages. A lot of 
keen, critical thinking goes on in those smaller communities where candidates 
and elected representatives are called by their first names and public affairs 
are an intimate matter—where sixty percent of all Americans live and spend 
their money in Main Street’s retail stores. 


PATHFINDER, America’s oldest news weekly, is edited expressly for 
that one great population group. And while its headquarters are in Wash- 
ington, close to Federal departments and agencies, it is also served by more 
than 150 correspondents—most of them newspaper editors—in every part of 
the country. [t thus publishes a wealth of local news of national interest— 
news from on-the-spot sources, undiluted and first hand. 


Now that FARM JOURNAL has acquired operating control, PATH- 
FINDER’S usefulness and influence are being widely extended. A high 
proportion of its subscribers have been “constant readers” year after year 
as were their parents before them. With ample means and keener guidance, 
the new PATHFINDER is beginning to build an equally faithful and far 


greater following in its exclusive sphere. 


With its present low advertising rate of 3800 per page, PATHFINDER is a 
splendid advertising investment—the only periodical read one hundred per- 
cent in the richest potential but least effectively covered market in the country. 


PATHFINDER 


News Weekly from the Nation’s Capital 


PATHFINDER BLDG. WASHINGTON, D. C. 


GRAHAM PATTERSON, Publisher 


114 Douglas St. 


. Room 2013, Graybar Building 
. Room 2101, 180 N. Michigan Ave. 
. Room 5-267, General Motors Building 
. . W. F. Coleman, 1037 Henry Building 
. W. F. Coleman, 300 Montgomery St. 
. . W. F. Coleman, 530 W. Sixth St. 
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Named Chicago Manager 


McGraw - Hill Publishing Com- 
pany has appointed Roland A. 
Werth Chicago district manager of 
Electrical Merchandising. He was 
previously on the advertising sales 
staff of the Chicago Daily News. 
Charles Wardner, former Chicago 
district manager of Electrical Mer- 
chandising and Electronics, will re- 
main as Chicago district manager of 
Electronics. 
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“That commentator on WFDF 
Flint Michigan was right — our 
post-war problems are terrific!” 


Canada Sets Up 
Second Network; 
CJBC Key Station 


Toronto, Nov. 16.—First step in a 
revised network arrangement which 
will give Canadian listeners a new 
radio network was taken here yes- 
terday when Station CBY, one of 
the two Canadian Broadcasting 
Corporation stations in Toronto, 
changed its call letters to CJBC. 

The new station has been desig- 
nated as the key station of the new 
Dominion Network and will origi- 
nate many of the programs, accord- 
ing to CBC officials, and also will 
continue to carry programs from 
the Blue Network in the United 
States. 

Arrangements for the additional 
network in Canada were authorized 
by the board of governors of the 
Canadian Broadcasting Corporation, 
and work is proceeding under the 
direction of Dr. Augustin Frigon, 
CBC acting general manager. 

To Start Jan. 1 

Operation of the new Dominion 
Network will begin Jam: 1, 1944, and 
negotiations with the stations which 
it will include are now being com- 
pleted. 

According to Dr. Frigon, it is pro- 


posed to realign Canadian radio 
stations into two new networks. 
One, which will be made up mostly 
of stations now on the present Na- 
tional network, will be known as 
the Transcanada Network. The 
other, the Dominion Network, will 
include some stations now on the 
present network, together with a 
number of stations which up to 
now have been without regular net- 
work affiliation. 

By this new arrangement, he said, 
network affiliation with CBC will 
be available to 70 of the 89 stations 
in Canada. The remaining stations 
are in areas which will be served 
by stations of the two networks or 
are at points where wire line serv- 
ice is not available. 

The new network will provide 
expanded distribution facilities for 
programs of national importance, 
including many dealing with Can- 
ada’s war effort and a number of 
top-ranking sponsored programs for 
which, up to now, time was not 
available on the present network. 
The Dominion Network, beginning 
Jan. 1, will operate between 8 p. m. 
and 11 p. m., EDT, from Sherbrooke, 
Que., to Victoria, B.C. No arrange- 
ment has been made to include the 
Maritime provinces on the new net- 
work at the present time. 

Call letters of CBY were changed 
to CJBC to identify it more clearly 
with the Dominion Network and to 
eliminate confusion now existing in 
the minds of listeners between CBY 
and CBL. Its power will be in- 
creased from 1,000 to 5,000 watts as 


soon as necessary equipment can 
be installed. It will continue to 
operate on a frequency of 1,010 kc. 

Duplicate service during certain 
hours on the two Toronto stations 
will be eliminated gradually, offi- 
cials said. The staff of announcers 
at CBC Toronto studios, which for- 
merly served both stations, has been 
divided and a separate staff has 
been established for each station. 
Plans are being made for the ap- 
pointment of a station manager for 
CJBC. 


Canadian Advertisements 


to Stress Conservation 

The Advertising Agencies of Can- 
ada group will soon release an ad- 
vertising campaign stressing the 
need for food conservation. The 
campaign has been officially ap- 
proved by the Canadian govern- 
ment. 

Cooperation of national food ad- 
vertisers in decreasing consumer 
demand instead of stimulating it as 
in normal times was requested by 
the Wartime Prices and Trade 
Board at the annual meeting in 
Toronto of the Association of Cana- 
dian Advertisers. 


E. C. Calder Appointed 


Edward C. Calder, formerly 
assistant advertising manager of the 
Toronto Globe and Mail, has been 
appointed eastern advertising rep- 
resentative in Canada of the Van- 
couver News-Herald, with offices at 
45 Richmond St. W., Toronto. 
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Giving ever-increasing service to listeners . . . scaling Always in the vanguard of radio progress, Westinghouse 


higher peaks in entertainment . . 


in news-reporting .. . 


. providing new speeds 


expanding agricultural services 


. adding values in day-to-day programming . . . 


redoubling efforts to help government and governed to 


victory and security... 


these mark the progress of 


broadcasting in today’s tremendous times. 


is serving listeners and sponsors in a better-than-usual 


fashion. It’s a deeply ingrained Westinghouse habit. In 


the primary areas alone where Westinghouse stations 


serve are more than 18,000,000 people. They rely on the 


stations of Westinghouse for faithful performance, just 


as advertisers rely on Westinghouse Response Ability. 


RADIO STATIONS Inc 


@ weve *WGL* WBZ* WBZA* KYW * KDKA 
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Advertising Age, November 22, 19. 
Candy Makers to 

Conduct Marketing, 
Consumption Study 


Chicago, Nov. 16.—Plans for . 
survey of the marketing and co 
sumption of candy were appro\ 
at the semi-annual meeting of | 
National Confectioners’ Associati, 
board of directors which conclucd 
here yesterday. 

Results of the survey are to be 
used in future industry-wide «c-. 
tivities supplementing the radio 
program, “Washington Reports on 
Rationing,” now being sponsored )y 
the association’s Council on Candy 
as Food in the War Effort. 

Formation of a special commiitee 
to deal with the industry’s postwar 
problems was also authorized and 
members will be announced soon. 
Product and ingredient research wj}} 
be an important part of the com- 
mittee’s work, according to Philip 
P. Gott, association president. A 
project in this field has already been 
launched in cooperation with the 
Department of Agriculture, seeking 
greater use of agricultural products 
in candy manufacturing. Initia] 
study on the uses of peanut and 
soybean products, corn and wheat 
germ, fruit concentrates and similar 
materials is now being made at the 
candy laboratory at the USDA's 
southern regional laboratory, New 
Orleans, 

Dr. Ancel B. Keys, University of 
Minnesota, told the NCA directors 
and research committee about cur- 
rent research on the food value and 
vitamin content of candy. He re- 
cently disclosed results of research 
at the university’s laboratory of 
physiological hygiene which, he 
said, indicates that the requirements 
of the human body for some of the 
vitamins, notably B, are less than 
commonly supposed. 


Gets Shoe Account 


The Frederick-Clinton Company, 
New York, has been appointed to 
handle the advertising of Field & 
Flint Co., Brockton, Mass., manu- 
facturer of men’s shoes. A con- 
sistent campaign for the company’s 
New York retail store is scheduled 
for immediate publication in New 
York newspapers, and trade and 
consumer media will be used for 
national promotion of the brand. 
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New Pin-Ups for Fighters 


More than 100,000 “Mountain 
Boy” pin-up folders picturing new 
antics of Oncle Rafe and his back- 
woods family are being sent to serv- 
ice men by the merchandising divi- 
sion of Electric Auto-Lite Company 
through 400 American Legion posts. 


Named Art Director 


Stuart Campbell, formerly art 
director of Abbott Kimball Com- 
pany and prior to that a vice-presi- 
dent and art director of Kenyon & 
Eckhardt, New York, has _ been 
appointed art director of the Wes- 
ley Associates, New York. 


_ WOULDN'T 
YOU INSIST 
ON THE 


TROUSERS 


When you 


purchased a suit? 


Your coverage is just as poor in 
TAMPA - ST. PETERSBURG 


as it would be with a trouserless 
suit if you depend upon less than 
400 Tampa newspaper circulation to 
reach the families of St. Pete. 


St. Petersburg people with an 
E.F.B.1.* of $75,000,000 buy less than 
400 Tampa newspapers daily. 


BUT they buy 38,000 St. Pete. news- 
papers. 


You cannot reach the full market 
without St. Petersburg newspapers. 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. 


* Effective Buying Income 


ST. PETERSBURG NEWSPAPERS SERVICE 
Times Morning and Sunday + Independent Evening 


Represented Nationally by 
THEIS & SIMPSON COMPANY, INC. 


JACKSONVILLE, FLA + V. J. OBENAUER, JR 
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POR A HEART-TO-HEART TALK 


ABOUT RUNNING TRAINS ON TIME 
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LONG !18LAND RAIL ROAD 


Here's why Bill Mitchell 


hasn't been around lately 
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Eastern Railroads Ss 


‘SUGAR AND SPICE AND EVERYTHING WICE 
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LITTLE GIRLS ARE MADE OF!" ‘ 
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hiteside Wins 
Okay on Greater 
Goods Production 


Washington, D. C., Nov. 17.—The 
WPB Office of Civilian Require- 
ments this week won a long fight 
for permission to manufacture large 
quantities of heat control devices 
recommended by Arthur D. White- 


surveys 


required 
lo prove 
that 


for more than 
a0 years 

the San 
Francisco 
Examiner 
has been 

the leading 
newspaper 

in its field 


side as a valuable aid to govern- 


|ment fuel conservation programs. 


With this program finally ap- 
proved, Mr. Whiteside’s office said 
today that a program to manufac- 


ture 2,000,000 electric irons in 1944 


has been proposed, and another pro- 


gram for electric refrigerators is 
getting serious consideration. 
Production of the items, Mr. 


Whiteside explained, is proposed on 
a limited basis, principally to re- 
place items that have been worn 
out through war time use. The elec- 
tric iron program, for instance, is 
about a third of normal output. 


Steel Still Scarce 


WPB officials admit that certain 
materials, chiefly aluminum, copper 
and magnesium, are now appearing 
in sufficient quantities to meet war 
needs. There is still a Shortage of 
steel, and in all probability alumi- 
num will soon replace steel in some 
products. Recently it was proposed 
to use some aluminum in railroad 
gondola cars. 

Approval by the requirements 
committee of the OCR program for 
heat controls came after several 
months of delay, over strong oppo- 
sition from military and competing 


|business sources. Production will 
| begin immediately, but no material 
| will go into heating devices unless 
| they can be completed and put into 
}use during the 1943-44 heating 
| season. 

Copper for the present program 
will come from reserves held by the 
WPB copper division. Production 
is to be limited to areas where man- 
power demands will not interfere 
with essential war work. 


Most Requests Granted 


The program approved by the re- 
quirements committee is substanti- 
ally the same as that proposed by 
Mr. Whiteside. It calls for 600,000 
domestic-type barometric dampers; 
15,000 commercial-type barometric 
dampers; 5,000 sets of commercial- 
type outside-inside thermostats, 


motor linking valves, relays and 
transformers; 15,000 commercial- 
type insider thermostats, motor 


linking valves, 
formers. 
Approval of the heat control pro- 
gram will apparently restore con- 
tinued production of the items next 
year, for OCR has been instructed 
to include future requirements for 
these items in its quarterly CMP 


relays and trans- 


estimates. 

Civilian steel supplies for the first 
quarter of 1944 will be nearly double 
the quota for the fourth quarter of 
1943, Mr. Whiteside told the Com- 
merce and Industry Association of 
New York Tuesday, but he warned 
that this probably could not be 
transformed into products until the 
middle of the year, because of a 
shortage of manpower and produc- 
tion facilities. 

As military demands slacken, he 
said, an increasing number of prod- 
ducts will be made. He added that 
the nation must be prepared for 
shortages of textiles, leather and 
kitchenware until rehabilitation 
needs of reconquered countries are 
met. 

Among the consumer items Mr. 
Whiteside expects to supply in in- 
creasing quantities are infants’ knit 
underwear, copper strands for elec- 
tric wiring and aluminum kitchen- 
ware. 


Mawhinney to ‘Parade’ 


Andrew Mawhinney, formerly of 
the New Yorker, has been named 
promotion manager of Parade, New 
York. 


Advertising Age, November 22, 194; 


Gartield & Guild 


Offers New Services 

Garfield & Guild, San Franc ico, 
agency, has established a foreiyy 
trade development division anq ’, 
new industrial employe relations qj_ 
vision to help clients keep pace 
changing economic and 
conditions. 

Bertha Rios is in charge o{ 
Central and South American apg 
Daniel Wheelan of the Far Easter 
phases of the new division. Bernary 
B. Schnitzer, head of the agency. 
industrial advertising staff, ‘in 
charge of the new industrial rely. 
tions section. 
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Burgess Executive V.-P. 
of R. G. LeTourneau 


Denn M. Burgess, formerly gep. 
eral manager and a vice-president 
of R. G. LeTourneau, Inc., Peoria 
Ill., manufacturer of earth-moving 
equipment, has been named execy- 
tive vice-president and a member 
of the board of directors. 

Merle R. Yontz, formerly treas- 
urer and controller, has been ap- 


pointed vice-president and treasurer 


Both 
had the 


same 


problem... 


but only one did something 


Forget the woman who “‘didn’t.”” You can’t teach her and you can’t reach her—even through 
t aw] * 


advertising. © Your market is the woman who “does something about it.” She’s the finest type 


of prospect for any product that will improve her physical appearance . 


reader . 


. . the typical SECRE! S 


.. one of 700,000 plus who buy this magazine every month because it “does something” 


for them.* ¢ Their urge to buy is stimulated by true-to-life stories of everyday problems plus 


practical articles and features—and these SECRETS newsstand buyers have an income of 
$1,806,082,040 this year, as shown by a recent survey. @ But that isn’t all. SECRETS buyers 
think so highly of this magazine that they pass it along to other women—who represent 4 


$2.294,014,000 additional buying power. This double audience gives you better than a four 


billion market! ¢ That’s a lot of money, even stacked up against today’s astronomical figures. 


Our advertisers have found SECRETS “does something” for them. It can do the same for you! 


*Recent comparative figures on newsstand sales show 


SECRETS to be in the top twelve among all women 
magazines. Publisher's estimate, October 1943 issu’ 
741,200. Present rates still based on 600,000 guarant: 
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Cooperation Called 
Key to Success in 
Waste Paper Drive 


New York, Nov. 17.—Through the 
.ymbined efforts of the people and 
newspapers of this country a suc- 
cessful waste paper salvage cam- 
paign can be speedily organized to 
meet U. S. war needs, Linwood I. 
Noyes, president, American News- 
‘er Publishers Association, 
in a wire to Chairman 
Donald M. Nelson of the WPB. 

Accepting the challenge for news- 
papers to assist in getting more than 
3,000,000 tons of waste paper in 12 
months, Mr. Noyes emphasized that 
to do the job the newspapers must 
have the wholehearted cooperation 
of local salvage committees, WPB 
salvage division, every waste paper 
dealer, waste paper consuming mills 
and every patriotic, civic and serv- 
ice€ organization. 


paper 


+h 
tn 


said 


rising Age, November 22, 1943 


Simultaneously, Edwin S. Friendly, 
general manager of the New York 
Sun, appointed last week as chair- 
man of a newspaper committee in 
charge of the waste paper drive, 
sent the following statement to pub- 
lishers of newspapers all over the 
country: 

“I am confident the newspapers 
will, as they did with ‘scrap metal’ 
and are now doing with ‘pulpwood,’ 
turn in a remarkable record on this 
waste paper campaign. The waste 
paper problem is difficult and com- 
plicated. Waste paper cannot be 
stored in the open and is a fire 
hazard. Therefore, we only want 
to start this campaign when we feel 
we have all facilities coordinated 
necessary for the success of the 
drive, such as connections with the 
WPB local salvage committee, the 
waste paper dealers in all cities, etc. 

“Likewise we are anxious to put 
in the hands of every newspaper 
prior to the start of this drive a 
‘Manual of Suggestions’ which will 
answer as many questions as pos- 
sible and which will facilitate their 
local program. At present we are 
preparing this manual which will 
be complete with plans successfully 
used by some cities. It should be 


in your hands within a week. In|! 
the meantime, if you have had a} 


waste paper program in your city 
involved, or suggestions as to how 


campaign a success, I would be only 
too happy to hear from you.” 


waste paper campaign includes: 

O. G. Andrews, Day, New London, 
Conn., president, New England 
Daily Newspaper Association; El- 
bert M. Antrim, Chicago Tribune; 
George C. Biggers, Atlanta Journal, 
president, Southern Newspaper 
Publishers Association; W. G. 
Chandler, Scripps - Howard News- 
papers, New York; Albert S. Hardy, 
News, Gainesville, Ga., president, 
National Editorial Association; 
Frank G. Huntress, San Antonio 
Express and News; Roy D. Moore, 
Brush-Moore Newspapers, Canton; 
A. W. Norton, Christian Science 
Monitor, Boston; 

Herbert Ponting, Detroit News; 
Joseph E. Ridder, St. Paul Dispatch 
and Pioneer Press; Roy A. Roberts, 
Kansas City Star, president, Ameri- 
can Society of Newspaper Editors; 
Robert L. Smith, Los Angeles Daily 
News; Frank E. Tripp, Gannett 


Newspapers, Elmira, N. Y., chair- 
man of Allied Newspaper Council; 


|L. M. White, Ledger, Mexico, Mo., 
and write us any of the problems | 


president, Inland Daily Press As- 


w | sociation; W. F. Wiley, Cincinnati 
other newspapers can make their 


Enquirer; S. R. Winch, 
Journal, president, 


Portland 
Pacific North- 


| west Newspaper Association. 
The newspaper committee for the | 


Station WJW Starts 
Cleveland Broadcasting 


Station WJW, under the owner- | 


ship and management of W. M. 
O’Neil Jr., has been moved from 
Akron to Cleveland where it started 
broadcasting officially at 2:30 p. m., 
Sunday, Nov. 14, one-half hour after 
the Akron station of the same call 
letters went off the air. WJW is 
affiliated with the Blue Network, 
which was formerly represented in 
Cleveland by WHK, now operating 
on the Mutual chain. 

Studios of WJW are located in 
the former Kinney-Levan building 
which will henceforth be known as 
the WJW Building on Playhouse 
Square. The transmitting station is 
located at North Royalton, O. WJW 
operates with 5,000 watts power, on 
850 kilocycles. 
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Dramatized Self 


Amprovement 


Sees Production 
of Helicopters 
Unlikely Soon 


| Chicago, Nov. 16.—Although heli- 
|copters have a bright future as a 
new aid to transportation, large- 
| scale production of these machines 
is at least five to 10 years away, 
| Waldo D. Waterman, director of 
engineering, Stout Research Divi- 
sion of Consolidated Vultee Aircraft 
Corporation, San Diego, Cal., de- 
clared here last week. 

The public has been led to believe 
that helicopters will come into pri- 
vate use soon after the war ends, 
but immediate postwar production 
will be strictly limited, he told the 
second air cargo meeting of the 
Society of Automotive Engineers. 

When production is well under 
way, Mr. Waterman said, these ma- 
chines may become invaluable in 
flying mail, passengers and cargo 
short distances, and as feeder planes 
from business centers to airports. 

Dr. John H. Frederick, professor 
of transportation, Universit of 
Texas, and air cargo editor of D&W, 
told the engineers’ group that 
public policy demands development 
of an air cargo industry free of 
domination by surface transporta- 
tion interests, and independent of 
any monopolistic combines. He said 
commercial air transportation has 
reached the point where it can be 
seriously hindered by lack of sound 
airport planning. 

The future field for air cargo was 
described by Carlos Wood, chief of 
preliminary design, Douglas Air- 
craft Company, Santa Monica, as 
lying in the transportation of per- 
ishable and high-value classes of 
products, express and non-local 
mail. Reduction of air cargo rates 
to “reasonable values,” he said, can 
have a profound effect upon the 
prosperity of America and_ the 
world. 

E. J. Foley, staff engineer, Ameri- 
can Airlines, predicted that air 
transport would supplement, rather 
than supplant older transport 
methods, and that it would develop 
a considerable amount of new busi- 
ness in the transportation field. 

W. L. Brintell, president, Aircraft 
Repair Ltd., told the group of the 
use of air cargo planes in develop- 
ing otherwise inaccessible areas. He 
foresaw the time when air freighters 
operating in northern Canada will 
be able to bring out minerals and 
other natural resources at a cost 
well below actual ground transport. 


Packaging Group 
Reelects Lund President 


Joel Y. Lund, vice-president, 
Lambert Pharmacal Company, St. 
Louis, was reelected president of 
the Packaging Institute at the clos- 
ing session of its annual conven- 
tion in New York. 

Two vice-presidents and the 
chairman of the production division 
were also reelected. They are: 
Wallace D. Kimball, vice-president, 
Standard-Knapp Corporation, Port- 
land, Conn.; A. Vernon Shannon, 
sales manager, Westfield River 
Paper Company, Russell, Mass., and 
Charles A. Southwick Jr. George 
A. Mohlman, president, Package 
Machinery Company, Springfield, 
Mass., was elected chairman of the 
machinery division and H. A. 
Barnby, director of the package 
division, Owens-Illinois Glass Com- 
pany, was elected chairman of the 
|supplies division. H. L. Stratton 
continues as secretary. 


Reichert Promoted by 
Armstrong Cork 


Gene Reichert, assistant manager 
of the glass and closure division and 
industrial division creative section 
of the advertising and promotion 
department of Armstrong Cork 
Company, Lancaster, Pa., has been 
named manager He will continue 
to handle the industrial division ad- 
vertising. 

William Lamb, formerly with the 
| Armstrong plant newspaper at Lan- 
lecaster, has been named assistant 
manager of the section and will 
handle glass and closure division 
advertising. New members of the 
section are George D. Foster and 
Howard York. 


| 


| Join Rudel Machinery 


Leon P. Goodspeed, formerly 
vice-president of Henry Prentiss & 
Co., West Hartford, has joined Rudel 
Machinery Company, New York, as 
upervisor of the Connecticut terri- 
tory. B. H. Shaw, previously New 
England manager for Prentiss, has 
been named manager of Rudel’s 

|new Boston office 
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Not Time, Yet 


To the Editor: The Pacific Na- 
tional Bank of Seattle has devoted 
all space for the past two years, 
except when a bank call is made, to 
stimulating the sale of bonds and 
stamps. 

The treatment of the latest adver- 
tisement, especially as regards the 
illustration, seemed so out of the 
ordinary that we thought it might 
prove interesting. 


R. P. MILNE, 
Milne & Co., Seattle, Wash. 
~ FF 


Dailies, Weeklies Hit 
War Bond Ad Peaks 


To the Editor: War bond adver- 
tising in September in the complete 
list of newspapers was larger than 
the total advertising—tretail, gen- 
eral, and classified—published dur- 
ing the same month in all news- 
papers measured by Media Records 
—even though September linage of 
Media Records was _ substantially 
increased by this advertising. 

The performance of newspapers 
and their advertisers during the 2nd 
War Loan drive in April was fan- 
tastic but the final results for the 
3rd War Loan in September doubled 
most of those figures. Never in his- 
tory was there anything like it. 

Third War Loan advertising was 
published by 10,814 newspapers— 
which is practically all of them. 
There were 152,793 individual ad- 
vertisements and the linage was 
129,549,946. When the various sizes 
of daily and weekly newspapers are 
considered, this is equivalent to 
more than 62,000 full pages of 
newspaper advertising. 

It is a genera) understanding that 
weekly newspapers do not partici- 
pate extensively in this advertising. 
This seems to me to be an injustice 
to them, as they printed 67,976,376 
lines as compared with 61,573,588 in 
daily newspapers. Another general 
misunderstanding about the weekly 
field is that they have been unable 
to sell this advertising. Periodic 
but limited studies of this situation 
in the past have indicated that 
about 90% of the war bond adver- 
tising appearing in weekly papers 
is signed by sponsors other than the 
newspaper. A detailed check was 
made of the 3rd War Loan adver- 
tising and it showed that 87% of 
that advertising in papers other 
than dailies was signed by sponsors. 

Don U. BRIDGE, 

Special Consultant, War Fi- 

nance Division, Treasury De- 

partment, Washington, D. C. 
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Lease-Lend in Reverse? 
To the Editor: 


“Optical Index,” 


in this country for 


plagiarism 
light. 

We are always being told in this 
country that the Americans are so 
much further ahead than ourselves 


that 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


STILL A BEST BUY 


Leal 
Ticanenr “Peiwe” bynes wnchodd, tows 


war ie port reaching ue peal of usteroat. ~ every nena, dry amd 
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THe Paciic NATIONAL BANK 
OF SEATIM ” 


Smead Avon awk Macon ~ SO BRANCHES 


Wrwortoes Voaben i! egret by arama Snagit | 
* 


The 3rd War Loan drive is over but 

World War Ii is reaching a peak of 

intensity, Pacific National Bank of Seattle 

reminds the public in this large-space 

newspaper ad. War bonds, it says, are 

still the best buy in America—from any 
standpoint. 


If you will look | 
at the advertisement of the Titmus| 28-30, a slight error appears con- 
Optical Company on Page 14 of the| cerning the 
September issue,| You say: “The Formica Company, | 
and compare it with the enclosed prominent in the laminated plastics 
advertisement which we produced | industry, is currently grossing $60,- 


our clients,| 000,000 annually.” 
Chance Brothers Ltd., as long ago as 


March of this year, you will dis- | 
cover one of the finest pieces of | 
has yet come to! 
|part, and not as Formica’s volume. 
The parenthetical phrasing of the 
original release, I admit, might have 


in the art of advertising, that it is | 
somewhat astonishing to find an 
English advertisement lifted almost 
word for word by an American ad- 
vertiser without so much as a “by- 
your-leave.” 

Perhaps, however, the whole thing 
is just an example of lease-lend in 
reverse. 


C. D. NotLey, 
Cecil D. Notley Advertising | 
Ltd., London. 
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Formica Doesn't Claim 
All the Business | 

To the Editor: In your Nov. 1| 
ADVERTISING AGE in rewriting a! 
news release issued by us for the 
Formica Insulation Company rela- 
tive to the wartime conference held 
at the plant in Cincinnati, Oct. 


company’s “volume.” 


Our original story referred to the 
$60,000,000 as the current industry 
volume, i.e., of the laminated plas- 
tics industry of which Formica is a 


been clearer on the point, but} 


BURNING THE OTHER FELLOW'S CANDLE | 


A British agency chief sends in these two advertisements as a possible example | 
of “lease-lend in reverse.” 


nevertheless, I recognize how easy 
it is to have an inadvertent trans- 
position of thought or word or fig- 
ure in rewrite. 

The Formica Company has a siz- 
able share of the laminated plastics 
industry volume—it is way up in 
the millions—but not the “big 
sixty” figure. The Formica man- 
agement has been “kidded’’—good- 
naturedly, of course, by some 
friendly competitors in the industry 
as result of the “$60,000,000” attrib- 
uted to Formica in the AA issue 
referred to. The industry men know 
the total volume of Formica’s share 
as well. And Formica.doesn’t claim 
“it all.” 

EARL J. WINTER, 

Winter & Winter, Cincinnati, O. 
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Why Yes, Why Yes 


To the Editor: Some of us carry 
your publication home. Some of us 
wait for a quiet evening to settle 
down to it with a relaxing highball 
in the other hand. 

Now, I find this latter pastime 
unnecessary. For having merely 
read your paragraphs on “Taylor 
Starts New Campaign for Rum” 
(Page 49, issue of Nov. 1), I began 


to get dizzy and see double. 
mixing drinks, it was. 

The printer must have added an 
extra line or so, because it reads: 

“Though there is not sufficient 
rum to take care of all markets at 
present, the real purpose of the ad- 
vertisements is to bring before the 
eyes of the public the name—Gov- 
ernment House—so that when rum 
is available for all the consumer 
is available for all, the consumer 
product.” 

Please give us more stories like 
that. Or should we merely change 
our brands to that of W. A. Taylor 
& Co.? I suggest a new slogan: 

“For any rum drink—all you need 
is all you need is all you need to 
read to read about Government 
House product.” 

Will you join me? 

L. D. GILMORE, 

Advertising Manager, Dennison 

Mfg. Co., Framingham, Mass. 


Like 
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No Crowding, Please 


To THE EpITor: SINCE REVIEWING 
PHOTOGRAPHIC REVIEW OF THE WEEK 
AA Nov. 15 WANT TO BE THE FIRST 
TO APPLY FOR POSITION OF DISTRIBUT- 
ING CALENDARS IN SOUTH AMERICA 
CAN SUPPLY BEST OF REFERENCES FREE 
TO TRAVEL MUST HAVE UNLIMITED 
EXPENSE ACCOUNT. 

CLIFF ELLISON, 

BRUNSWICK - BALKE - COLLENDER 

COMPANY, PITTSBURGH. 


Advertising Age, November 22, 1543 


Four Join Staff of 


J. Walter Thompson 

Harry M. Ireland, formerly 
Macfadden Publications, has bee, 
named account executive wit) | 
Walter Thompson Company, New 
York. Fowler Hill, formerly jp 
charge of public relations for the 
United States attorney’s office, Vey 
York, has joined the publicity <tag 
of the agency. 

William L. Griffin Jr., formerly 
with Lord & Thomas, has rejoine; 
the copy department, and Joh 
Depburn Tinker Jr. has been addeg 
to the staff as an art director. 


Launches Holiday Drive 
for Cusenier Liqueurs 


W. A. Taylor & Co. during the 
holiday season will turn the adver. 
tising spotlight on its Cusenier 
liqueurs and cordials using Cue, 
Esquire, Gourmet and The New 
Yorker. 

Advertising, started in October, 
will feature Freezomint, creme de 
menthe originated by Cusenier, and 
Mazarine cordial. Cusenier liqueurs 
now being sold are imported from 
the Argentine where the company 
has established a plant. Charles W. 
Hoyt Company handles the account, 


Calco Promotes Collyer 


Robert Collyer has been promoted 
to advertising manager of the Calco 


Chemical Division, American Cy. 
anamid Company, New York. 


‘ we. 


As center of the vast automobile industry, Detroit ranked fourth before 
the war among the markets of America. During the last two years, as heart 
of the country’s gigantic armament effort, it has grown enormously. Today, 
with plant and production facilities unequaled anywhere in the world, Detroit 
is assuring its peacetime future and creating market potentialities impossible 


to overrate. 


® POPULATION GAIN — 552,000 be- 
tween April, 1940, and August, 1943... 
enough “new Detroiters” to populate a 
city larger than Cincinnati, Ohio! Total 
population of Metropolitan Area now 


estimated at 2,295,000. 


® BANK SAVINGS — June, this year 
$439,843,756, representing an increase of 
$108,179,905, or 33% over June, 1942. 


than twice 
number of 


County 


® FAMILY INCOME~—The average De 


troit factory worker’s family income is 
now estimated at $109.85 weekly—more 


as much as in 1940! The 
workers per family has in- 


creased‘22%. 
® PER CAPITA INCOME in Wayne 
(which is largely Detroit) in 
1943 is estimated at $1,570, or $520 above 


the national average! 


In this great and prosperous market The Detroit News, with 
the largest circulation in its 70-year history, reaches 63 out of 
every 109 city zone homes, taking any newspaper regularly. 


The Detroit News 


THE HOME NEWSPAPER 


Largest A.B.C. Recognized HOME DELIVERED Newspaper Circulation in America 


A.B.C. Weekday Circulation, 392,148 
Dan A. Carroll, 110 E. 42nd St., New York 17 


Sunday Circulation, 479,474 
J. E. Lutz, Tribune Tower, Chicago 11 
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PHOTO BY A. GEORGE MILLER 


Too OFTEN when you look at offset printing what should be a black is really 
a gray. On the value scale this sometimes runs as high as 15% off of solid black! 


Our VERITONE* process gives you full black value. Type and halftone illustrations 


are not discounted. Your sales story is delivered 100%. 

Years of practical experience in reproduction plus careful research have brought 
a new spark to offset printing at C. M.& H. 

VERITONE* has been developed for buyers with a quality sense of values. 

Our press room is running night and day rolling out new beauty 


for them. Your next order? 


- 
N CM &H Offset Printing Co. 
DIVISION OF COLLINS, MILLER & HUTCHINGS *« PHOTO-ENGRAVERS 
VR NE 207 NORTH MICHIGAN AVENUE + CHICAGO 


*Registered Trade Name of C. M. & H. Offset 
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Marketers Look 
at Distribution, 


Find If Sound 


Many Changes, But No 
Revolution Expected 
When War Ends 


(Picture on Page 55) 

Cleveland, Nov. 16.— While 
changes in distribution practices in 
the postwar world can be expected, 
such changes are not likely to be as 
revolutionary as some have thought, 
a group of distribution experts told 
the war conference of the American 
Marketing Association here Friday. 

J.J. Nance, vice-president and di- 
rector of sales of Zenith Radio Cor- 
poration, led off the distribution 
discussion with a strong plea for 
evolution rather than revolution in 


5,000 WATTS 


Buffalo’s Most 


— Powerful — 


distribution practices, asserting that 
there has been too much crystal- 
gazing and too much uninformed 
discussion on cutting costs of dis- 
tribution. The science of selling 
has kept pace with production, he 
asserted, and while distribution 
costs may not have decreased per- 
centagewise, in most cases the 
actual cost has declined in direct 
ratio to the manufacturing cost. For 
example, the average wholesale and 
retail markup in the radio field has 
remained unchanged, although 
prices of models have been progres- 
sively reduced, he said. 


Distribution Holds Up 


Mr. Nance declared that distribu- 
tion of all appliances was built on 
specialty selling, but that for sev- 
eral years prior to the war it had 
reached a static stage. The chances 
for a return to aggressive, intelli- 
gent specialty selling methods in 
the postwar period are better than 
average, he said. 

Those who saw a woeful picture 
of radio and appliance distribution 
falling apart as a result of the war 
have been proved wrong, Mr. Nance 
added, revealing that while Zenith 
went into the war with 76 distribu- 
tors, of which they hoped to salvage 
half, only one has thus far gone out 
of business and the others not only 
show every indication of weather- 
ing the war, but most are actually 
making money. Following the col- 
lapse of Italy, he reported, the com- 
pany received 160 applications for 
postwar distributorships, and the 
same event apparently caused a 
wild rush on the part of manufac- 
turers who have been neglecting 
their distribution picture to revital- 
ize this branch of their operations. 

Retailers, especially the larger 
ones, are exhibiting much interest 
in buying direct from manufactur- 
ers, he said, and undoubtedly new 
companies entering the appliance 
field, with no distributive setup 
available, can be counted on to cater 
to this demand; established compa- 
nies, however, in most cases will 
continue to distribute through the 
usual wholesale channels. Whether 
direct factory-dealer relationships 
will ultimately become the rule is 
a question which won’t be settled 
for some time, Mr. Nance con- 
tended, because demand in the im- 
mediate postwar years will prob- 
ably be great enough to permit 
both systems to operate. This is a 
good thing, he contended, because 
it will result in very little disrup- 
tion of normal distributive chan- 
nels, while at the same time per- 
mitting experimentation with new 
methods. 


Sees Bright Future 


Herbert Metz, general lamp and 
lighting sales manager of Graybar 
Electric Company, the country’s 
biggest electrical distributor, de- 
clared that there can be no question 
about the survival of the whole- 
saler, because he performs a func- 
tion which is essential in distribu- 
tion, and someone else will have to 
perform it if the wholesaler disap- 
pears. Electrical wholesalers, he re- 
ported, have weathered the storm 
remarkably well, but there will 
nevertheless be a tremendous short- 


age of distribution facilities after 
the war, and producers of new 
products will have considerable 


difficulty in arranging satisfactory 
distribution setups in competition 
with manufacturers of existing 
| products whose distribution patterns 
|}are already set. 

Godfrey M. Lebhar, editor, Chain 
Store Age, reminded the group that 
capacity production is impossible 
unless the distribution machine is 
geared to move the production into 
consumers’ hands, and assured his 
listeners that retailers could handle 
the task of increasing retail sales 
30% easily, as far as physical con- 
ditions are concerned. 


Must Create Sales 


“But the dynamic power of our 
distribution setup — its 
create sales rather than merely to 
implement them—is far more im- 
portant than physical ability to 
handle them,” he said. “I am afraid 
that we have come to regard dis- 
tribution solely as a sluice or con- 


duit through which commodities 
flow automatically from producers | 
to consumers . 1 believe we ought 
to be thinking of distribution not 
only as a channel through which 
goods move into consumption after | 


cr 
iney are pr 
dynamo whose function it is to gen- 


erate a demand for them even 
before they are produced.” 
The chains, with their low-cost} 


methods of distribution, can be 
expected to occupy an important 
place in this dynamic conception of 
retailing, Mr. Lebhar said. In addi- 
tion, newcomers to the 
}and modernization of existing units 


ability to} 


oduced but as a gigantic | 


chain field | 


Standing, 


American Marketing Association leaders at the War Conference held in Cleve- 

land are, left to right, seated: Ross M. Cunningham, Massachusetts Institute of 

Technology, AMA secretary, and Albert Haring, Indiana University, president. 

Tort to right: Forrest H. Ramage, Republic Steel Corp., program chair- 

man; Dr. Franklin R. Cawl, Arthur Kudner, Inc., member of the advisory com- 

mittee; and Ralph C. Greiner, Factory Management & Maintenance, general 
chairman of the conference. 


in the postwar field. Under normal 
conditions, he reported, 124%2% of 
all chain stores are modernized each 
year, so that if the ban on construc- 
tion is not lifted until 1945, 50% 


of all chain stores would be due for 
modernization that year—a poten- 
tial expenditure of $500,000,000, for 
which necessary reserves have 
already been set up. In addition, 
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chains can be expected to continye 
certain war trends, such as the 
addition of side-lines, upping .4f 
price-lines and extension of self- 
service. 


Many New Chains Developing 


Although ‘the majority of leading 
chains plan no great postwar ex. 
pansion, he reported, they will a} 
add a certain number of new stores, 
and in some cases elaborate expan- 
sion plans have been laid. “Ry 
perhaps their most spectacular con- 
tribution will come from relative 
newcomers into the field. The auty 
accessory chains and the tire com- 
panies have all worked out ambi- 
tious plans to operate more or less 
extensive chains of general mer- 
chandise stores, in which a genera] 
line of housewares and soft goods 
will be featured as well as automo- 
tive accessories. Two mail order 
houses which confined themselves 
strictly to a catalog business before 
Pearl Harbor have announced defi- 
nite plans to enter the retail store 
field. One large auto accessory 
chain which only recently expanded 
its line to include general mer- 
chandise, is planning to open a sep- 
arate chain of women’s specialty 
shops, with a goal of no less than 
1,500 units in mind. One of the 
large mail order houses which is 
already operating retail outlets is 
planning extensive expansion.” 

Carl W. Dipman, editor, Progres- 
sive Grocer, declared that no impor- 
tant merchandising trend equivalent 


to the emergence of the chain store 
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out of the last war, is visible as a 
result of the present war, but that 
trends toward self-service, semi- 
self-service and supermarkets can 
be expected to continue after the 
war. 

Inde’s Strengthen Position 


Independent grocers have done 
relatively better during the war 
than chains, he said, estimating that 
1943 operations will show indepen- 
dents’ volume up about 1% billion, 
while chains will be off 250-300 
million, principally because inde- 
pendents were in a better stock 
position to start with, and because 
the chains had too many supermar- 
kets located poorly for a gasoline- 
less economy. The _ independents 
can be expected to hold some but 
not all of their relative gains when 
the war ends, he added. 

Of every eight food stores before 
Pearl Harbor, seven are still in 
business, Mr. Dipman reported. In 
1942, 21,000 independents — 5% — 
disappeared, and up to Nov. 1 this 
vear the figure. is 30,000, or 8%. 
The over-all loss since Pearl Harbor 
has been about 12%, with 354,000 
independent food stores left. Chain 
food stores declined 9% in 1942 and 
4.5% this year, and there has been 
a total decline of about 12%% in 
all retail food stores since the war 
began—from 602,000 to 526,000. 

There are still some grocer 
stores being openea, he reported, 
the ratio of openings to closings 
currently being about one to five, 
and the net decline has affected 


only about 5% of the 


volume. 
Voluntary Chains Suffer 


The most noticeable change in the 
industry brought on by the war 
has been the shrinkage in promo- 
tional activities of voluntary chains, 
Mr. Dipman said, principally be- 
cause so many manufacturers have 
suspended or curtailed the adver- 
tising allowances which in many 
cases formed the war chest of vol- 
untary chains. 

Independent grocers will be re- 
luctant to discontinue many of the 
side lines they have put in during 
the war, he said, and therefore can 
be expected to carry broader lines, 
especially items which have here- 
tofore been considered drug sun- 
dries. 

Jay Iglauer, vice-president, Halle 
Bros. Company, Cleveland depart- 
ment store, told the meeting that 
department stores have not been too 
seriously hurt by shortages of mer- 
chandise, price regulations, etc., 
declaring that gross retail profits 
have not dropped because no loss 
has been taken on markdowns, out- 
of-style items, etc., and also because 
expenses have been reduced be- 
cause of inability to get personnel 
and restrictions on service. 


Some Decline in Sales 


He declared that on the whole, 
OPA efforts to hold down prices 
have been successful, and that thus 
far there has been comparatively 
little reduction in quality. In 1944 


industry’s 


there will undoubtedly be shortages 
in new areas of consumer goods, 
and sales volume may decline some- 
what, he predicted. 

At the luncheon session, Paul 
Wooton, chief of the McGraw-Hill 
Washington bureau, described his 
recent trip to England, and Thomas 
A. Calhoun of the Office of Civilian 
Requirements outlined his depart- 
ment’s operation and philosophy. 

The meeting concluded with a 
business planning panel described 
in detail in “Postwar Planning,” 
elsewhere in this issue, and a brief 
business session at which it was 
voted to appoint a committee to 
work with the Department of Com- 
merce to determine the type and 
character of information which 
would be most helpful to marketing 
men. The American Marketing As- 
sociation also went on record as 
eager to extend cooperation in the 
exploration of marketing problems 
to any organization which may de- 
sire them. 


Texaco Takes Space 
in 226 Newspapers 


The Texas Company is resuming 
institutional advertising with 1,500 
to 1,000-line space scheduled to run 
in 226 newspapers in 100 key cities 
during the next two months. 

Copy will emphasize individual 
German and Japanese sacrifices 
being made to win the war and 
what Americans must do about it. 
Newell- Emmett Company, New 
York, handles the account. 


Gerding Joins J&B 


as Executive V. P. 


Jules C. Gerding has joined Jones 
& Brakeley, New York, as executive 
vice-president, succeeding James D. 
Webb, formerly vice-president and 
general manager, who has resigned 
to join the contact department of 
Young & Rubicam. 

Mr. Gerding was formerly with 
Stack - Goble Advertising Agency 
and Williams & Cunnyngham and 
more recently with the Institute of 
Public Relations, New York. The 
change in personnel involves no 
change in the accounts handled by 
Jones & Brakeley. 


Val-A-Pak Supply Limited 

Atlantic Products Corporation in- 
forms the public it will find a 
limited supply of Val-A-Pak lug- 
gage available during the holidays 
in advertisements currently appear- 
ing in Esquire, National Geographic, 
New York Times Magazine and The 
Saturday Evening Post. 


Stromberger Promoted 


T. L. Stromberger, with Union 
Oil Company, Los Angeles, since 
1929, has been promoted to adver- 
tising sales representative. He will 
handle product and service adver- 
tising, direct publication of Union’s 
“Dealer News,” and other sales pro- 
motional activities. Margaret Cor- 


rie, with Union Oil for five years, 
has been named public relations 
representative. 
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America can have no real Christmas until her boys come home. And 


captive nations know that December 25th again will become Christmas 


only when those fighters finish their jobs. From the homes, the friends 


and neighbors of the men who fight, must come billions of dollars to 


supply all the equipment and supplies needed for victory. Buying Bonds 


is the patriotic, the decent thing to do. Help bring back the boys and 


bring back Christmas — both for keeps — by giving War Bonds this year. 


29 


NISA Issues 116-Page 
Marketing Handbook 


National Industrial Stores Asso- 
ciation, with headquarters in Wash- 
ington, D. C., has issued a 116-page 
yegrbook carrying a history of the 
organization and a list of industrial 
stores, with names of managers, 
buyers, affiliated companies, etc., 
and locations of stores. 
Entitled “Gateway to a Billion 
Dollar Market,” the NISA yearbook 
carries a complete product and 
trademark directory of more than 
6,000 items generally sold by indus- 
trial stores. 


Quarrie Names Gordon; 
Flarsheim Joins Agency 


Quarrie Corporation, Chicago, 
publisher of the World Book Ency- 
clopedia and Childcraft, a special 
educational set of books for chil- 
dren, has placed its account with 
Phil Gordon Agency, Chicago. 
Henry Flarsheim, formerly Chi- 
cago manager of Al Paul Lefton 
Company, Philadelphia agency, and 
with Commonwealth Mfg. Corpora- 
tion, has joined the Gordon agency 
as vice-president and account 
executive. 
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Outler Aids OWI 


John Outler, commercial manager 
of Station WSB, Atlanta, has been 
named regional consultant for OWI, 
representing the 71 radio outlets in 
Georgia, Florida and Alabama. 


Solomon Promoted 


Lewis J. Solomon, for 33 years 
advertising manager of Straus & 
Schram, Chicago furniture com- 
pany, has been named manager. 


Baxter Joins Federal 


W. R. E. Baxter, formerly pub- 
licity director, American Hotel As- 
sociation, New York, and previously 
with McGraw-Hill Publishing Com- 
pany, has joined Federal Advertis- 
ing Agency, New York, to handle 
publicity. 

In his new post Mr. Baxter suc- 
ceeds Frank M. Murphy, who has 
resigned to join the circulation- 
promotion department of Look. 


Music Dealers and Professional Men 
Sell Houston Families through 


THE MORNING PAPER 


...Read by Mothers... Fathers 
and Children ...at Home 


Advertising Age, November 22, 1)4; 


Musical instrument dealers and people 
offering professional services are two 
more groups of local advertisers who 
know that in Houston the morning 
paper is family read—does not end up 
in the car barn. They buy more space 
in the Houston Post than in any other 
paper to reach mother who buys and 
father who pays. 


The whole family finds many inter- 
ests in the Post. It carries 25 of the 
most popular comic strips in the coun- 
try. It is the only Houston paper get- 
ting both Associated and United Press 
services. It has the only complete 
market page in Houston. It has one 
of the best sports pages in the South- 
west. It is strong in features appeal- 
ing to women. 


Other Houston retail advertisers in 
those classifications where the family 
should be sold as a group, spend more 
money in the morning paper. In 
Amusements, Electrical Appliances, 
Furniture, Liquor, Professional Serv- 
ices, Radio and Real Estate, the Post 
leads. And 5 out of the 7 super-mart 
grocery chains prefer this unusual 
morning paper to any evening paper 
as an advertising medium. 


More and more national advertisers 
are finding that the Houston Market is 
different—are using the Morning Post 
to reach the home. 


A MARKET THAT HAS 
NEARLY DOUBLED 
IN 20 YEARS 
Now Largest in the South 


Houston has grown without 
sudden spurts and _ reces- 
sions. Even during the de- 
pression decade (1930 to 
1940) the city proper grew 
31.5%. No wartime mush- 
room, Houston supplies an 
area so rich in natural re- 
sources and productivity that 
it has nothing to fear from 
peacetime competition. 


Get established in this mar- 
ket of the future now. Build 
solidly in the “home-read” 
paper. 


Represented by Burke, Kuipers & Mahoney, Inc. 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men, It is 


presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad to receive comment, but can- 
not answer letters, except as he may find it appropriate to do so through 


the 


November 8. With all this shortage of 
manpower to deal with an increased vol- 
ume of advertising, why don’t we repeat 
more ads, instead of manufacturing new 
ones for every insertion? If an ad is a 
good one it can stand a lot more circulation 
and repetition than most ever get; and 
some of the shrewdest and most successful 
advertisers have proved that such repeti- 
tion pays. An agency is always loath to 
recommend this practice for fear it won’t 
seem to be earning its salt. But right now 
advertisers would make a great contribu- 
tion to the whole supply situation, to their 
own benefit, if they would encourage this 
idea, both in space and in radio commer- 
cials. 

© 

November 9. In New York I went into a 
store of one of the biggest grocery chains 
and found only the scrubbiest kind of 
apples for sale. When I inquired why they 
had no good ones, I was told they were all 
in black market hands. This, apparently, 
is the result of putting a price ceiling on 
apples which makes no allowance for 
varieties or grades, so that the poorest 
apples fetch as much as the best. That 
doesn’t make sense to an apple knocker 
like me, Chet. 


November 10. Some days I feel so radi- 
cal that I wish the paper shortage would 
force us all to do away completely with 
white space in ads, and make us put every- 
thing into straight reading matter form. 
That might make us see that it is only the 
inherent interest of the story that counts, 
and that all the beautiful art work, trick 
layouts, and typographical styling in the 
world won’t make an advertising sow’s ear 
into a silk purse. 


November 11. Interviewed a_ gushing 
young thing who wanted a job because she 


column. 


“just loved to write.” If she had said 
“loved to have written” I might have 
thought she knew what she was talking 
about. But nobody really loves to write, 
because writing is thinking; and thinking 
is the most loathesome form of work. 


November 12. Senator Truman’s speech 
before the Western Council of the Four 
A’s was a good example of how an open- 
minded man can educate himself when he 
really gets down to it. But, Lord, how 
painful it is to sit through these voyages 
of discovery! I wonder how the Senator 
would like to have me bone up on the 
political theory behind Congressional 
investigations, and then take the time of 
his committee to expound it. 


November 13. Talked with a shrewd 
observer of editorial material who thinks 
that the dullest part of most newspapers 
is their business sections. He thinks they 
could be as exciting as the sports pages, if 
their editors could only see the personali- 
ties and competitive struggles behind the 
business statistics. And where, he asks, is 
the columnist who has done for the busi- 
ness pages what Pegler, Runyan, Kieran 
et al did for sports? 


November 14. Took my Airedale for an 
after-dark stroll, and had him leave me 
with rocket gun suddenness for an alfalfa 
field which we were skirting. Heard a 
light patter of hoof beats in the night, and 
raised my flashlight just in time to see five 
graceful deer go over the stone wall and 
up a hillside. Marked the spot as “Unra- 
tioned Point.” 


——~ me 


Welfit Brassiere Starts 
Newspaper Campaign 


Welfit Brassiere Corporation, New 
York, has released a small-space 
newspaper schedule in citics where 
the company has retail outlets for 
its product. 

Using 40-line insertions on a 
once-weekly basis, the campaign 
will run indefinitely in the Boston 
Globe and Cincinnati Enquirer 
starting Nov. 21 and in the Phila- 
delphia Bulletin, Hartford Times 
and New York World-Telegram be- 
ginning in January. Erland Adver- 
tising Agency, New York, handles 
the account. 


Moloney, Irvin Named to 


Ad Bureau Committee 
Herbert W. Moloney, Paul Block 
& Associates, New York, and A. J. 
Irvin, Conklin & Woodward, Chi- 
cago, have been appointed members 
of the committee in charge of the 
Bureau of Advertising, American 
Newspaper Publishers Association. 
Mr. Moloney succeeds Harry C. 
Griffith as the representative on 
the committee of the Newspaper 
Representatives Association of New 
York, while Mr. Irvin succeeds C. 
A. G. Kuipers as representative of 
the Newspaper Representatives As- 
sociation of Chicago. 


WTCM Joins Mutual 

WTCM, Traverse City, Mich., has 
joined the Mutual network. Oper- 
ated on 1400 kc., 250 watts, full 
time, WTCM carried its first Mutual 
program Nov. 15. 


GF Appoints B&B 
General Foods 


Corporation has 
appointed Benton & Bowles, New 
York, to handle all advertising of 
Gaines dog food beginning in 1944. 
Gaines is a GF division specializing | cal sales manager. 
in production and marketing of 
complete dog foods. 


Holford Promoted 


in charge of sales. 


He will 
under Harry Porter, vice-president 


A. S. Holford, with the Harris 
Chemical division of Harris-Sey- 
bold-Potter Company since it: 
ception, has been appointed chemi- 


In- 


erve 


Tue Brannam Company, Nat Rep 
Los Angeles, Memphis, New York, St. Louis, Sam Francisco, Seattle. 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 


cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpop.’ 


IR ives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City 
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If it's sports, Baltimore wants fo listen to... 
it's 1230 on your dial. W-I-T-H_ brought 
Baltimore baseball last summer. Now it’s 
pro football. And it's 2 hours a day all 
year around for the latest race results! 


And remember: This is the same station 
that corries 8 of the smartest Charles 
Street shops . . . exclusively! W-I-T-H is 
the station that's listened to in Baltimore. 


W-1-T-fi 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by 
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there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 
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‘Times’ Executive 
Heads New NAEA 


Promotion Group 


New York, Nov. 17.—J. W. Egan 
Jr., advertising manager of the New 
York Times, has been appointed 
chairman of the new five-man retail 
promotion committee of the News- 
paper Advertising Executives As- 
sociation, it was announced yester- 
day. The committee will plan op- 
erations for a central NAEA or- 
ganization which will prepare and 
disseminate promotional material on 
retail advertising. 

The decision to set up such an 
organization, to be known as the 
Newspaper Advertising Council, was 
taken at the recent meeting of the 
association in Chicago (AA, Oct. 

Although detailed plans of the 
new retail advertising organization 
have not yet been announced, it is 
understood that the body will func- 
tion in the retail field along lines 
comparable to the Bureau of Ad- 
vertising of the American News- 
paper Publishers Association in the 
national field. The council, it is ex- 
pected, will be financed with an in- 
itial underwriting of $75,000 an- 
nually and will probably be headed 
by a prominent executive with re- 
tail experience. Operating as an 
entirely separate entity, it will con- 
duct research, public relations with 
retail organizations and promotional 
activities on behalf of newspapers 
in the retail field. Other committee 
members are Don M. Bernard, 
Washington Post; Robert A. Wolfe, 
Dayton News; J. T. Griscom, Nash- 
ville Banner and Tennessean, and 
William R. Robinson, Press, Muncie, 
Ind. 

Mr. Egan told ADVERTISING AGE 
that the committee’s first task is to 
set up the permanent organization, 
with a paid director and staff. Then, 
he said, “we plan to serve retailers 
more fully than they are now being 
served. We will work with the Na- 
tional Retail Dry Goods Association 
to find out the needs of the retailers, 
and devise programs which will 
make their advertising more effec- 
tive. 

“We will also make available to 
all retailers the advertising and 
merchandising programs of stores 
which have been extremely pro- 
gressive in their fields.” 

The entire program is understood 
to be a counter stroke to the bid of 
radio for more of the retailers’ dol- 
lar through its movie “Air Force 
and the Retailer” underwritten by 
radio stations and now being shown 
to retailer audiences in the principal 
cities of the country. The New York 
showing was made this week. 


Lewis Wall Promoted 


Lewis B. Wall, who joined Red 
Star Yeast & Products Company, 
Milwaukee, as sales consultant in 
1942, has been named director of 
sales and merchandising of all com- 
pany products, including its alcohol 
division and Milwaukee Vinegar 
Products Company. 


Volume Response 
depends on 


For 22 years, WDZ has 
AIMED its messages exclu- 
sively to average people... 
factory and farm folks who 
make up more than 70% of 
the buying market. Having 
learned how to hit the heart- 
strings of these “salty” folks, 
the result has been VOLUME 


RESPONSE. For example, 
220,113 listener letters were 
received in one year... 
$8,045 in orders from 50 quar- 
ter-heur programs. Many 
other “eye-opening” examples 


will be sent on request. 

You can send your message 
to WDZ's responsive listeners 
at very reasonable rates. 
WRITE... 


1000 WATTS 
TUSCOLA, ILLINOIS 


Fn H. WILSON , Representatives 
—_ San Francisco 
7 wssttenees Seattle 


Otis Wingo Jr., Joins 
Columbia Survey, Inc. 


Columbia Survey, Inc., public 
opinion analyst, has appointed Otis 
T. Wingo Jr. as executive vice- 
president with headquarters at 1504 
Time & Life building, New York. 

Mr. Wingo has been serving as 
assistant to the president of Allied 
Aviation Corporation, Baltimore 
and Winston-Salem, which has ap- 
pointed Columbia Survey, as adver- 
tising and public relations counsel. 


Scott Succeeds Black 


G. Douglas Scott, advertising 
manager of B. Eddy Company, Hull, 
has been appointed Canadian vice- 
president of the Direct Mail Adver- 
tising Association. He succeeds 
Spalding Black of Canadian Indus- 
tries Ltd., Montreal. 


NRDGA to Hold 
Victory Meeting 
in January 


New York, Nov. 16.—The Na- 
tional Retail Dry Goods Association 
will hold a five-day “victory and 
postwar conference” here Jan. 10 
to 14, Lew Hahn, general manager 
of the association, has announced. 
Eight general sessions for all dele- 
gates will be held, without the con- 
flict of various technical sessions 
while these larger meetings are in 
progress. 

The initial session Jan. 10 will 
deal with present and future gov- 
ernment controls as they affect re- 
tailing. Discussions of “Manpower 
and Store Employment” and “Wage 
and Salary Stabilization,” will high- 


light the morning and afternoon of 
Jan. 11. 

The evening session will feature a 
discussion of “Workaday Problems 
of Retailing.” Intensified problems 
of civilian requirements and “Tax- 
ation—the Consumer, the Govern- 
ment and the Retailer,” will com- 
prise the Wednesday sessions. 


Provost to W&M 


Carleton C. Provost, formerly a 
partner in the advertising company 
of Cutajar & Provost, has joined 
Wildrick & Miller, New York, as 
account executive. 


To Address AMA Meeting 


Sen. Joseph C. O’Mahoney will 
speak at the monthly luncheon 
meeting of the New York Chapter, 
American Marketing Association, 
combined with the postwar market 
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planning discussion group on Nov. 
23 at the Hotel Commodore, on 
“Government, Business and People 
in the Postwar World.” 


— - cee ee ee 


600 SOUTH MICHIGAN 


W. I. Brockson 
J. V. RAWLINGs 


E. A. GEBHARDT 
F. WILLIAM PLUMER 


SPEED VICTORY + BUY 


re a ee 


e You may know this agency. . . 
business men do. They know it as an organization successful for 
21 years; as a “workshop” that gives its clients a conscientious 
service, stemming from the broad experience of businessmen 
who understand the advertiser’s problems. 


e Friends say the new name is a great improvement. 
vital thing the old name stood for remains unchanged . . 
reputation for capable, diligent attention to the affairs of clients. 


A. C. ANDERSON 


WAR BONDS - 
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AVENUE e 


e There s a new name on the door. 


Lewis M. WILLIAMS 
O. §. PEARSON 
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But one 
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Frep Livincston 
Henry Brau 
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* OLD EXPERIENCE TAKES A NEW NAME * 


PAY DAY! 
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To Handle Spot Radio 

Adam Hat Stores has appointed 
Badger & Browning & Hersey, New 
York, for its spot radio. 


One Reason Why 


“No Burton Browne client 
has a competitor with 
better advertising” 


IeURTON BROWNE 
ADVERTISING 
CHICAGO - DEL. 3800 


Miss Ann Abell, 


' 
| 
' 
' 
roduction man- 
H ager. A wizard at 
' 
' 
' 
' 
' 
' 
1 


mploying the final ' 

pow enh that give 
efiective, graphic — 
presentation of the _— 
clients’ advertising. 


Miss Rea Joins Agency 

Lois Rea has joined the Chicago 
office of Beaumont & Hohman, Inc., 
as production assistant. She was 
formerly manager of the production 
department for Ziff-Davis Publish- 
ing Company. 


Two Join Gardner 

Walter B. Martin, formerly with 
Ruthrauff & Ryan, Chicago, and 
Paul V. Fitzgibbon, who was with 
Schipper Associates, Detroit, have 
joined the Gardner Advertising 
Company, St. Louis. 


Gilmer Joins Criterion 

John M. Gilmer, formerly with 
McGraw-Hill Publishing Company 
as eastern division manager and 
with Liberty as account executive, 
has joined Criterion Service, New 
York agency. 


New Rheem Drive 
Aims at Building 
Peacetime Market 


New York, Nov. 16.—With no con- 
sumer merchandise to sell ever since 
its plants were converted to all-out 
production of depth bombs, airplane 
parts and other military ordnance, 
Rheem Mfg. Company this week 
began a new institutional campaign 
in newspapers of its 12 plant cities 
designed to show its products in 
actual use in warfare and to point 
up that from the crucible of war 
will be forged newer and better 
Rheem peacetime products. 

The campaign is the initial effort 
since the company last year 
launched its first major campaign 
with copy telling the public how 
engineering and production experi- 


ence enabled the company to con- 
vert to quick war production. At 
that time the drive was concen- 
trated in several national magazines, 
supplemented by newspaper inser- 
tions in plant cities (AA, Sept. 28, 
42). 

The latest drive calls for 1,000- 
line advertisements in 24 news- 
papers where Rheem’s 12 plants are 
located, plus several other papers 
in the company’s marketing areas. 
The company also has two plants 
in Australia. 

The schedule has been made out 
on a yearly basis, with 13 adver- 
tisements appearing once monthly 
in all papers. The opening adver- 
tisement, captioned “They’re 
Smacking the U-Boats,” tells how 
Rheem-built depth bombs are help- 
ing win the battle of the Atlantic. 

Illustrations portray the climax 


of a U-boat hunt in which “ash- 


PHILADELPHIA'S 


When the tired business man of the future comes home after a hectic day at 


the office . 


. . he won’t take a vitamin pill from a bottle—he’ll get his vitamins 


by turning on the radio. Scientific experiments now indicate that specially treated 


radio waves will soon create vitamin-packed atmospheric conditions right in the 


home .. 


waiting at the click of a switch. 


In such things flares the promise of many future miracles . . 


. radio vitamins—with all the exhilarating “lift” of the bottled variety— 


. undreamed of 


wonders of radio and television that belong to the wider world to come when 


Victory is won. 


The basis of future radio marvels is leadership today of the type upon which 


WCAU’s reputation and tradition are founded. 


WCAU progressiveness and 


“know-how” initiated the first and only international shortwave transmitter to 


operate in its area (1930) 


. made it the first FM station in Philadelphia .. . 


one of the first stations licensed for television. 


As in the past, Tomorrow will find WCAU pioneering in the development of 


the highest standards anywhere known in the field of radio. 


PRE - 


EMINENT 


50,000 WATTS IN ALL DIRECTIONS 


RADIO 


STATION 


Advertising Age, November 22, 1942 


MENACE TO U-BOATS 
Theyre Smacking the U-Boats 
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The first advertisement in Rheem Mig. 

Co.'s new _ institutional - informational 

campaign in plant city newspapers illus. 

trates how Rheem-built depth bombs get 
the subs. 


cans” are dropped over a submarine. 
A second and third sequence of j]- 
lustrations show the position of an 
American ship and a submarine and 
how the former locates the sub by 
means of secret equipment. When 
the interception point is reached, a 
“pattern” of bombs is dropped and 
set to explode at various depths. 

How this “pattern” of bombs en- 
circles the U-boat is shown in the 
advertisement. The final illustra- 
tion shows the “business end” of a 
Rheem depth bomb and explains 
the meticulous care and precision 
required in manufacture of each 
bomb to prevent its proving a 
“dud.” 

Before the war, Rheem made steel 
drums, pails, storage tanks, water 
heaters and other metal products 
Dwelling on the Rheem successes in 
manufacture of war equipment, the 
current advertisement says ‘These 
Rheem successes will mean a great 
deal to you—the consumer—when 
America returns to the ways of 
peace. New, better and entirely 
different products will emerge from 
the crucible of war. Among them 
will be Rheem air conditioning and 
household appliances, setting new 
standards of comfort and utility.” 

A newly-formed subsidiary, 
Rheem Research Products, Balti- 
more, is currently running a cam- 
paign in business publications cov- 
ering the metal processing field 
Advertising centers on Iridite, a 
corrosion preventive. 

J. Walter Thompson Company, 
New York, is the agency. 


Names Wallace Thorsen 


The Wallace Thorsen Organiza- 
tion, New York, has been appointed 
to handle public relations for the 
Electric Boat Company, including 
its New London, Conn., submarine 
works and the Bayonne, N. J., F! 
PT works. 


Timlin in New Post 


Joseph Timlin, formerly with T 
Branham Company and J. Walt 
| Thompson Company, Chicago, h 
| been named director of radio se! 
| ice for Schwimmer & Scott, Chica: 
advertising agency. 


*y bl , 
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155 E. 44th Se., New York 
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Admen in the 
Armed Forces 


—— 


Capt. Jane A. Stretch, for three 
years secretary to her father—Har- 
old A. Stretch, 
advertising di- bs 
rector, Phila- 
delphia Inquirer, 
—early in No- 
vember headed 
the first big con- Ba 
tingent of Wacs 
to be flown over- 
seas for foreign 
juty. : 

Captain —— , Ps 
was one of the eo if = 
first Philadelphia ye of fe Fs 
women to “uss pnaneness 
with the acs 
and went to Des Capt. Stroten 
Moines with the first group to get 
officer training. She likewise headed 
the first company of Wacs into 
Camp Dix, N. J., and there re- 
quested overseas duty. Before join- 
ing the armed forces she took flying 
lessons with the idea of ferrying 
bombers. She told Col. David R. 
Stinson, chief of staff of the Twelfth 
Air Force in Algiers, that the com- 
pany of Wacs understood fully their 
duties and agreed with him that: 
ex-file clerks will find more to file 
than fingernails; stenographers 
should dot their “I’s” but keep 
circles from under their eyes, and 
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CHICAGO SELECT 
NEWSPAPER GROUP 


Chicagoland's Most Pow- 
erful Advertising Medium 


Greater than the home-delivered 
circulation of all Chicago Dailies 
combined! 


SAVE NEARLY 
25% 

on this 92-paper 

combination rate 


See our regular listing in 

Standard Rate & Data un- 

der Special Newspaper 
Advertising Services. 


CHICAGO SELECT 
NEWSPAPER GROUP 


Eugene R. Fliteraft, Mar. Dir. 
64 E. Lake St., Chicago |, Iil. 
Phone ANDover 3311 


realize that not all wolves wear 
sheep’s clothing (some, said the 
colonel, wear G. I.). 


Louis F. Demmler, director of the 
gas appliance promotion division of 
Ketchum, MacLeod & Grove, Pitts- 
burgh agency, has been commis- 
sioned a lieutenant (jg) in the 
naval reserve and reported for ac- 
tive service at Princeton University, 
Nov. 15 


Jim Kinsloe, formerly associated 
with several advertising agencies 
and with the advertising depart- 
ment of the San Antonio Light, has 
joined the American Red Cross. 


William Koerting, export manager, 
Miles Laboratories, Elkhart, Ind., 
has been granted a leave of absence 
to join the Navy as a lieutenant 
(jg). Manuel Perez, formerly assist- 
ant to Mr. Koerting, has been ap- 
pointed acting export manager. 


Tausend Appoints Waters 


Cel-O-Sheen, a table cloth made 
entirely of Celanese yarn, will be 
promoted nationally in class pub- 
lications by Felix Tausend & Sons, 
through Norman D. Waters & As- 
sociates, New York. 


Donohoe Joins ‘Liberty’ 

Herbert J. Donohoe, for the past 
five years with The New Yorker and 
prior to that eastern advertising 
manager of Photoplay, has been 
appointed eastern advertising man- 
ager of Liberty, New York. 


Reese Names Hubbell 


Reese Chemical Company, Cleve- 
land, maker of Thoxine, has named 
Hubbell Advertising Agency, Cleve- 
land, to handle its account. News- 
papers will be used. 


7h, iy ye 


To Lynn-Fieldhouse 


Remus Harris, formerly of Paris 
& Peart, New York, has joined 
Lynn-Fieldhouse, Wilkes-Barre and 
New York agency, and will direct 
its advertising and merchandising 
for food accounts. 


Cesare Joins Hill 


Joseph Cesare, for 13 years with 
the production department of Ruth- 
rauff & Ryan, New York, has re- 
signed to join Hill Advertising, New 
York, as director of production and 
traffic. 


WGAR, WHEC Shift Bands 


The FCC has granted WGAR, 
Cleveland, permission to change its 
band from 1,480 to 1,220 ke. and 


WHEBC, Canton, O., from the 1,230 
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to the 1,480 ke. band. Both were 
granted power boosts, WGAR to in- 
crease its night power from one to 
five kilowatts, WHBC from 250 to 
1,000 watts. 
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SEATTLE ... First American City 
on the FUTURE PACIFIC COAST 


% A new view of the world is in order. In the days ahead men and goods ~ 


A city of a half-million today, Seattle is 
destined to become a World Capital of Com- 
merce. Keep this in mind when you lay plans 
for the future. The Seattle TIMES is the 
preferred newspaper in 7 out of 10 homes in 
this remarkable city! 


will fly high over natural barriers. Faster cargo ships will ply new 
routes. Radar and other technological advances will minimize the haz- 
ards of ocean travel and commerce. Direct-route air travel will be the 
order of the day. Maps of the past give false views of the world, in 
the light of wartime changes. The Pacific Coast of the future will 
be reckoned as 12,000 miles long in the northern hemisphere alone. 
And along that coastline is 85% of the world’s land area and pop- 
ulation. * Seattle is strategically located as America’s first city 
on this map of the new Pacific Coast. Through its port and air- 
ports will flow the wealth of an awakened world of the Pacific 
... China, Alaska, Siberian Russia. 
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THE 


| Searrie Times 
"Seattle, Washington 


Represented by O'MARA & ORMSBEE, INC., New York, Chicago, San Francisco, Los Angeles 
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ABOVE ALL SEATTLE PAPERS 
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Asimuthal equidistant 
projection maps 
by Dr. Jos. Williams 
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Roche to Spector 


George Roche, formerly an art 
director with Lord & Thomas, Ben- 
ton & Bowles, and Ted Bates, Inc., 
has joined Raymond Spector Com- 
pany, New York, as art director. 


Need Help? 


--» PLANNING, LAYING- 
OUT or WRITING that 


Railroads Plan 
Fight to Retain 


Passenger Gains 


Chicago, Nov. 19.—With their 
appetite for tremendous passenger 
traffic volume whetted by wartime 
experiences, America’s railroads 
have no intention of relinquishing 
their gains in this field to postwar 
competitors without the most inten- 
sive struggle, a three-month survey 
conducted by Railway Age in con- 
nection with its annual passenger 
progress issue, to be published to- 
morrow, indicates. 

Railroads generally not only in- 
tend to promote passenger traffic 
more intensely in the postwar 
period than ever before, the maga- 


zine says, but they expect to open 
a whole new bag of tricks for the 
traveling public, including increased 
operation of streamliners, schedules 
redesigned to meet the traveler’s 
needs, and probably lower fares. 

More than 90% of the railroads 
are reported as favoring reduced 
passenger rates, with many eager to 
institute a reduction immediately, 
so that this advantage can become 
an immediate talking point in build- 
ing good will, and if one listens 
hard, it is possible to hear such 
drastic suggestions as cent-a-mile 
coach fares discussed. 

Passenger traffic this year, de- 
spite unprecedented troop move- 
ments, will total more than 80 bil- 
lion passenger miles, and the rail- 
roads are determined to retain as 
much of this influx as possible, and 
to avoid the condition which caused 


passenger revenue on one road to 
drop from $37,000,000 to $8,000,000 
in a single decade. All sections 
have shown passenger increases, but 
gains have been phenomenal in 
some areas. For example, Boston 
& Maine passenger revenue is now 
running 45.4% over 1942 and 140.5% 
over 1941. For the first six months 
this year, Chicago, Burlington & 
Quincy passenger traffic jumped 
62.8% over last year; passenger 
revenues for the first seven months 
on the Milwaukee Road were up 
109.6%; Denver & Rio Grande West- 
ern’s traffic is up 216.4%, Florida 
East Coast 163.8%, Lehigh Valley 
104%, and New York Central (ex- 
cluding commuters) 55.7%. Norfolk 
& Western is running 250% over 
1939; Northern Pacific has doubled 
1942, and Pennsylvania is up 55%, 
while the Pere Marquette is up 90%. 


Test Today’s & 
New South § 
with Holland’s 


pai” ar Ral te. OS eT $ 


The turkey is browned a 


@ Holland’s Magazine is devoted ® 


to Southern homes and South- 

ern families are devoted to 

Holland's. ° 
@ 72 per cent of Holland’s read- 

ers own their own homes. 


: ; 
CRB BE. OBE 


nd ready, the yams are piping hot, the 
cranberry sauce is done—and today’s new South is ready for 
company now! New foods, new refrigerators, new clothes and 
every kind of accessory and necessity for the home and family is 
the invited guest of today’s new South. And billions of dollars of 
new wealth from myriads of new industries and millions of acres 
of rich farmlands are waiting to welcome the company. Now is 
the time to pay the new South a visit—now is the time to win the 
good will, acceptance and friendship that will spell sales, both 
immediate and post-war, by paying a visit to the Southland in 
Holland’s—the magazine of today’s new South. Reaching into the 
heart of the Southland’s best homes—homes that have money to 
spend and that are looking ahead to better and richer living— 
homes that have the welcome sign out now for your products and 
dollars in their pockets to pay the bill—Holland’s is the magazine 
that will put the turkey on the table for you in today’s new South. 


Today’s New South Leads America! 


Department store sales. chain store sales, the population trend and the indus- 
trial growth that is leading America give the answer. And that answer is 
simply that today’s new South is America’s great new market. Sixteen of the 
twenty-one markets throughout America registering the greatest population 
increase in the last ten months are in Holland’s South! 


Holland’s Leads in Today ‘’s New South 


@ In the South there is 48 per 
cent more reader interest in 
your ad in Holland’s than in 
leading national magazines.* 


@ 78 per cent of Holland’s read- 
ers live in single family 
dwellings. 


88 per cent of Holland’s fami- 
lies have children. 


78 per cent of the entire family 
in the new South read Hol- 
land’s (4.2 readers per copy). 


*In proportion to circulation, according to L. M. Clark Reader Interest Survey. 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 


75 EAST WACKER DRIVE, CHICAGO 


205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 


West Coast Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


GARFIELD BUILDING, LOS ANGELES 


* 


DALLAS 
TEXAS 
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Sacrifice Here- 
To Save Lives There 
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|THE MIDLAND STEEL PRODUCTS CO 


MPANY 


This is the second of a new series of 
newspaper advertisements scheduled by 
Midland Steel Products Co., Cleveland. 


Midland Steel 
Begins Drive in 
11 Newspapers 


Cleveland, Nov. 16.— Midland 
Steel Products Company 
launched a newspaper campaign in 
New York, Chicago and plant cities 
to dramatize its war efforts and to 
point the way to peacetime opera- 
tions after the war is over. 

The complete series embraces six 
ads of 1,375 lines each, the first of 
which appeared late in October. 
Three ads will be used in some 
papers and the entire series of six 
in others, with a total of 11 papers 
on the list. The company’s trade 
publication program will be con- 
tinued as usual, pushing the organi- 
zation’s power brake line. 

“What One War Mother Wrote” 
is the title of the opening ad, which 
emphasizes the backing being given 
to the millions of American sons in 
the army. Approach to the postwar 
era is indicated in the final para- 
graph which says: “Some day th 
war will be over. Then peacetime 
products will demand our energi 
When that day comes, Midlana’s 
past record of accomplishment, plus 
its varied war experience, wil! be 
applied to producing its long estab- 
lished lines, plus many new prod- 
ucts that will definitely aid in creat- 
ing a safer, happier and more use/u! 
worid.” 

Treatment in other ads will be 
much the same. The series will run 
during the balance of the year. 


nas 


Production Group Elects 


The Production Men’s Club of 
New York has elected the following 
officers for 1944: A. T. Cozz 
Blackett - Sample - Hummert, pre 
dent; R. Nelson, Abbott Kimb 
Company, vice-president; Jay R 
Weider, J. D. Tarcher & Co., secre- 
tary; Charles Priestman, Erwin 
Wasey & Co., treasurer. 


If it’s 
A TEST 


you want. ee 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popule- 
tion. 


“Independent Survey of Providence Bulle!’ 
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Anti-Inflation Ads 
Mailed fo Papers 
for December Drive 


Washington, D. C., Nov. 17.—Na- 
‘onal and local advertisers and ad- 
vertising agencies will be asked to 
back the government cost of living 
stabilization program by cooperat- 
ing in an anti-inflation campaign, 
the featured OWI war-information 
campaign for December. 

Proofs of six special anti-inflation 
advertisements were mailed to 1,750 
daily newspapers this week under 
the newly initiated OWI-War Ad- 
vertising Council local community 
plan. Papers have been asked to 
get sponsors for the anti-inflation 
copy, and to send to OWI for mats 
of the advertisements. 

The local community plan also 
covers weekly newspapers and other 
specialized groups. Copies of the 
proofs were mailed to 10,000 week- 
lies; 233 Negro papers and 855 
foreign language publications. } 

Working with the War Advertis- 
ing Council, OWI has also sent out 
13.000 copies of a special formula 
folder on inflation to leading na- 
tional advertisers and advertising 
agencies. The folder was prepared 
by WAC, and contains an introduc- 
tion by Fred M. Vinson, Director of 
Economic Stabilization. 


Christmas Appeal Under Way 


To prevent conditions from get- 
ting worse heavy appeal in the anti- 
inflation program for December will 
be placed on “Buy war bonds for 
Christmas,” a program already 
under way, with strong support 
from the retailer’s war campaign 
committee. This campaign, under 
the slogan, “The Present with a 
Future,” started Nov. 11, and will 
be under way through the holidays. 

Strong support in anti-inflation 
advertising is expected from insur- 
ance companies, already sponsors of 
stabilization copy. As far back as 
Aug. 16, the Life Insurance Com- 
panies of America, insurance as- 
sociation, began a campaign with 
1,400-line advertisements in 286 
newspapers with 26,000,000 readers 
in 170 communities. These adver- 
tisements run every alternate week, 
and in addition, page advertise- 
ments are run in four leading farm 
magazines: Country Gentleman, 
Progressive Farmer, Capper’s Farm- 
er and Successful Farming. 


Distributes Macy Copy 


The retail section of the Treas- 
ury will distribute 50,000 proofs of 
“Spend Sucker, Spend” an adver- 
tisement prepared by Macy’s, New 
York. Copies of this will go to 614 
Chambers of Commerce; 1,893 utili- 
ties and department stores; a special 
list of 319 newspaper advertisers, 
and to 30,000 liquor stores with a 
request that they be reprinted as 
local advertisements, or used as 
posters, 

The proof book mailed out to 
newspapers last week is the second 
under the newly initiated local com- 
munity plan, designed to aid news- 
papers in getting sponsors for war 
advertisements. Like the War Ad- 
vertising Council folder, the proof 
book is prefaced with a letter from 
Judge Vinson explaining how the 
“particular group of advertisements 
helps to clarify one of our most 
vexing wartime problems.” 
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Judge Vinson reminded the pub- 
lishers that participation in the plan 
“is entirely voluntary,” but pointed 
out that the local community plan 
has been established because “many 
newspapers have asked to be sup- 
plied with material on government 
war programs and to be informed 
as to their relative importance.” 


Inflation Major Problem 


“Combatting the threat of seri- 
ously rising prices is the major bat- 
tle on the home front today,” he 
wrote. “We can establish a sound, 
stable postwar America just as 
readily as we can create the whirl- 
wind which can destroy us all.” 

“But in order to build such an 
America,” he continued, “we must 
have a militant, informed public 
opinion. Advertisements such as 
these contained herein can help ma- 
terially in developing public under- 


standing of the importance of eco- 
nomic stabilization,” he explained. 

The proof book says that for five 
years Americans have been earning 
more money than they can spend on 
available goods and services. This 
year, it asserts, the excess is seven 
billion. 

The proof book, and the more 
pretentious formula book were both 
prepared by the War Advertising 
Council. In the formula book, di- 
rected at national advertisers, WAC 
declares that they have called on 
national advertisers “because they 
know how disastrous inflation will 
be to the country, to all Americans, 
and to their companies.” The book- 
let explains “that as one of the im- 
portant advertisers of America, you 
have a direct track to the public, 
you have the experience and the 
command of techniques which will 
influence the public to act.” 


With the national income for 1943 
double the national income of 1939, 
the booklet points out, the “inflation 
gap,” the excess after taxes, will be 
$37,000,000,000 this year. 
to bid for every $2 worth of goods 
to buy,” the booklet says, “that puts 
on the pressure for higher prices.” 


Resnick Heads Agency 
Harry D. Resnick has been named 
president of Resnick-Miller-England 
advertising agency, 
Conn., and will also continue as 
He succeeds James W. 
Miller, granted a leave to produce a 
special series of civilian morale pro- 


treasurer. 


grams. 


Myers to Arthur Kudner 


Lloyd B. Myers, advertising 
executive and art director in New 


“With $3} Francisco. 


has joined Arthur Kudner, Inc. Mr, 
Myers will act as account executive 
on the Matson Navigation Company 
account, with headquarters in San 


New Haven, 


Choose the 
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Your best friend is another 
businessman. He reads... 
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York and San Francisco since 1914, 
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... PUTS THE GOLD IN PITTSBURGH’S GOLDEN TRIANGLE 


Aluminum—theme metal of the 20th 
Century—accounts for 75% of the weight 
of the average U.S. warplane. America’s 
vast Aluminum industry was born and 
nurtured in the Pittsburgh market. Like 
other Pittsburgh industry, the Aluminum 
fabricating plants—among the world’s 
largest—are located out in the suburbs— 
not in downtown Pittsburgh's famed 


WHEN PEACE COMES 
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basic } sential 
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REPRESENTED 
New York . 


NATIONALLY 
Philadelphia . 


BY 


Chicago ° Boston - 
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From New Kensington and 
New Castle .. . Suburbs in 
Pittsburgh’s 14 County Market... 


ce 


Golden Triangle. It’s out in a 50 mile 
trading zone—in 144 satellite cities and 
towns—where 7 out of 10 workers are. 
It’s there the Post-Gazette has 50% more 
coverage than either of the two 
“evenings”! Add a healthy city circu- 
lation and you see why advertisers rely 
on the Post-Gazette for effective, balanc- 
ed coverage. 


PITTSBURGH 
POST-GAZETTE 
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|have to handle, an explanation ot 
|the March 15 income tax problem. 
| With 50,000,000 persons expected to 
| file returns, an effort will be made 
|to spread the rush over a six-week 
|period. This way, it is hoped, In- 
ternal Revenue Collectors will be 
able to advise some of the 10,000,000 
new taxpayers; 10,000,000 others 
who do not speak English, and 12,- 
000,000 in the upper brackets who 
will have to file estimates of the 
1944 income. 
* * 

Synthetic rubber is now being 
released for a variety of uses on the 
home front. Latest decision of the 
rubber director will make quanti- 
| ties of it available for sports equip- 
ment, including tennis balls. 

* a 

Senators may take a hint from 
the President’s action in appointing 
a special committee to investigate 
the cost-of-living index, and name a 
select committee of the Senate to 


Private Lines 


Shortly after the first of the year, | look into cost of living at home with 
OWI will begin the most difficult of | the same thoroughness that the Tru- 
|all the war information jobs it will! man committee has examined war 


production. 
* x 

The War Advertising Council has 
called on national advertisers to 
bring a seven-point anti - inflation 
message to the public through all 
media, from publicity releases and 
bill stuffers to their best national 
advertising space or time. It is also 
asking them to preach anti-inflation 
to their customers through business 
papers, house organs, envelope stuf- 
fers, direct mail, broadsides and 
displays. 

Annual stockholder reports and 
special letters are proposed as a 
means of supporting the anti-infla- 
tion advertising program, and spe- 
cial efforts are urged to get the mes- 
sage to employes through house 
organs, plant posters, payroll stuf- 
fers, speeches and personnel bul- 
letins. 

The campaign will proceed under 
the slogan, “Help Us Keep Prices 
Down.” The WAC has proposed 


LAUGHTER with the sweat, blood, and tears 


One of the boys cracked a joke, 
as they jumped into the water 
above the toe of Italy. It eased 
the tension for the job ahead. 

A reporter at the embarka- 
tion cabled the incident in his 
daily story. It appeared in print, 
along with headline news, spe- 
cial features, the funnies, and 
all the other things that make 
a newspaper. 

Entertainment, diversion, 
something to laugh about —these 


In Philadelphia — nearly everybody reads The Bulletin 


are the antidotes of taut nerves 
and tired muscles. 

Because we work longer hours 
and get about a great deal less, 
many of the every-day pleasures 
of peacetime are out of the 
question. This places more 
importance on those that are 
available. Even though straight- 
forward news is the backbone of 
a newspaper, its features on the 
lighter side often make a signifi- 
cant contribution to morale. 


In Philadelphia, The Evening 
Bulletin has gratified daily read- 
ing tastes for many years. It 
knows the people to whom it is 
addressed and their newspaper 
needs. It is read by 4 out of 5 
families, has a circulation in ex- 
cess of 600,000. It is the leading 
newspaper in Philadelphia—has 
been the leading newspaper for 
38 consecutive years. 


% Buy More War Stamps from Your Newspaper Boy 


FO, 
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more than a score of suggested aq. 
vertisements, and a_ selection of 
copy themes, including radio scri>ts 
and promotion ideas. 

Backbone of all anti - inflat), 
copy will be information on 


\+ 
S 
rs, 


: ."s ; he 
seven-point anti-inflation program, 
Copy will be based on one of these 
points, or reproduce the entire 


seven points as a reminder. 

The seven points are: Buy only 
what you need; Pay no more thay 
ceiling price; Support higher taxes: 
Pay off old debts; Don’t ask more 
money; Save for the future; Byy 
war bonds. , 

More than 492 magazines, with 
circulation exceeding 91,000,009 
will carry a special anti-inflatioy 
advertisement, “Never mind who 
done it—pitch in and help keep ;; 
down.” The copy is designed to 
convince the reader that whether 
inflation has been set off by de. 
mands of labor, business or farmer 
we all have to fight now. : 

* * * 


Watch for a sharp reduction in 
wrapping papers. WPB is consider- 
ing limitation orders which may 
hold production to a half of the 
normal supply. Incidentally, book 
publishers have done well under 
WPB limitation orders, turning out 
50,000,000 more books this year than 
in 1942, but saving 10% of their 
paper. The answer is smaller, less 
elaborate books. 


Field's Passes Up 
Fashions Magazine 
Due to Shortages 


Chicago, Nov. 18.— “Fashions of 
the Hour,” the seasonal magazine 
which has been an important factor 
in the merchandising activities of 
Marshall Field & Co., and a particu- 
larly successful Christmas promo- 
tion, will not be issued this year, 
William S. Street, vice-president 
and general manager, announced to 
customers this week. 

As a result of merchandise short- 
ages and uncertainties of being able 
to make deliveries, the company de- 
cided that it would be unwise to 
present gift items in “Fashions of 
the Hour,” since a heavy mail-order 
demand invariably results. Cor- 
respondence with disappointed cus- 
tomers who might have been able 
to obtain the goods elsewhere would 
have been a heavy load on the store, 
Mr. Street explained. 

The magazine, which is printed 
in full color and is regarded as one 
of the most beautiful store promo- 
tions of its kind, appeared last 
Christmas, but no issues have been 
put out since. It is planned to re- 
sume publication as soon as condi- 
tions are More nearly normal. 


Named Liaison Officer 


C. B. Stenning, on leave of ab- 
sence from Walsh Advertising Com- 
pany, Windsor, Ont., has been 
appointed liaison officer between the 
production branches of the Depart- 
ment of Munitions and Supply, 
Ottawa, and the Canadian Mutual 
Aid Board. 


Forms Air Data Agency 


Dr. N. L. Engelhardt Jr., former 
director of research. in Newark, 
N. J., public schools, has been ap- 
pointed director of Air-Age Educa- 
tion Research, formed recently by 
American Airlines to prepare 
authoritative material on aviation 
for use in schools and colleges. 


| Popularity! : 


It's a Hooper-proved 
fact that WSGN con- 
sistently produces 
and broadcasts Ala- 
bama's best-liked 
shows; another rea- 
son why your adver- 


tising dollars do the 
most for you when 
| spent for WSGN 
time. 


| WSGN 
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Advertising Age, November 22, 1943 


West Coast Study 
Points to Factory, 
Production Gains 


San Francisco, Nov. 16.—The 
West did not convert to war nor 
switch from normal peacetime pro- 
duction, but rather added to its chief 
prewar occupations of copper, lum- 
per, oil, foodstuffs and shipping, 
which were speeded up. The war 
thrust more new additional facto- 
ries—-aireraft, shipyards, aluminum, 
nagnesium, synthetic rubber—on 
the West than any other section of 
the country. 

Those two outstanding facts were 
reported by Raymond W. Reeves, 
regional business consultant of the 


42%; Idaho, 21%; Nevada, 24%; 
Utah, 36.1%, and Arizona, 22.2%. 


Advertising Required 


“To accomplish such tremendous 
reconversion after victory and 
to provide the necessary jobs in 
private productive employment, 
America will have to rely heavily 
on advertising,” said Mr. Reeves, 
quoting from a statement of the 
PAA’s Advancement of Business 
committee. “We must prepare to 
move from an era of past advertis- 
ing successes to even greater ad- 
vertising successes after the war. 
The challenge is huge and real. 
America cannot afford to muff it.” 

Industry’s all-out war production 
program in the Pacific area and in 
other parts of the country, as re- 
vealed in its highlights by the asso- 
ciation’s market study, led PAA 
officials to give special attention to 


postwar conversion problems. 
Belding, past president of the asso- 
ciation and chairman of the board 
of Foote, Cone & Belding, under- 
took the task of preparing an analy- 
sis of the problem in a report “In 
Time of War, Prepare for Peace.” 
The report contains an impres- 
sive review of the part played by 
advertising in industry’s contribu- 
tion to the winning of the war, 
including 30 full-page reproductions 
of the most effective advertising 
contributed by industry to such war 
projects as war stamps and bonds, 
salvage, food conservation, eco- 
nomic stabilization, and recruitment 
of personnel for the various organi- 
zations engaged in the war effort. 
Considering the industry recon- 
version phase of the postwar prob- 
lem, the PAA report makes this 
recommendation: That contract ne- 


Don | 


reasonable amount of good will 
maintenance or consumer advertis- 
ing in war contracts in the same 
manner in which plant maintenance 
costs are now allowed. This rea- 
sonable amount would be set in 
accordance with previous rulings 
and allowances by the Treasury 
Department. It is further recom- 
mended that such a regulation be 
put into effect immediately and be 
made retroactive to Jan. 1, 1940, 
when the emergency provisions of 
the Revenue Code relative to facili- 
ties were made effective. 


Federer Joins Compton 


E. W. Federer has joined Compten 
Advertising, New York, as assistant 
media director. He was formerly 
media director of Blackett-Sample- 
Hummert, J. Stirling Getchell and 


gotiators be instructed to allow a/ Geyer, Cornell & Newell. 
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Eyre to Logan-Arnold 


W. L. Eyre has joined the copy 
and research staff of Logan & Ar- 
nold, Los Angeles agency. 


\\V if 


— 


ee Se 


... all “cash-readers” 


Choose the 


Leader... 


No tricks, 
premiums 


U.S Department of Commerce and 
rman of the Pacific Advertising 


Association’s study of Pacific | 


rkets, in an address before the 
San Francisco Advertising Club last 
week. The study of what has hap- 
pened because of the war and how 
these changes will affect the post- 
war economy in the Pacific area 
was made by a committee consist- 
of educational and _ business 
leaders. 
While civilian population for the 
est of the nation 


gained 4.2%. Permanence of this 
population gain depends on how 
nuch postwar employment is pro- 
led, he said, although 
w the first great western popu- 
lation growth came at the end of 
the Civil War and the next big in- 
ease after World War I. Indus- 
11 employment in the West has 
grown sharply, 39% faster than the 


oming rate for the rest of the 
nation. 
Income Gains Shown 
Every state in the West shows 


declined, Mr. | 
Reeves revealed, that of the West | 


records | 


eater consumer income gain than | 


remainder of the United States, | 


cording to Mr. Reeves. The na- 
tional average gain is 61.5%, he 
iid, while western gains 
‘om 70% 


113.4% in the highest. 


II 1 
( The per 
apita gain 

Western farm markets have kept 
ice with the change, he said, and 
the 1942 cash farm income 
eased 88.8% in the West. 

ng that while there are now 
fewer families making less than 
$2,000 per year than ever before, 
et one-third of all food purchases 
made by that group, he empha- 
ed that old sales quotas are obso- 
lete in practically every community. 
As an example, he pointed out San 
Bernardino, where sales have in- 
reased 52% during the first eight 
months of this year. 

In 1942, he said, additions of 
early $600,000,000 were made to 
savings accounts in 
States, and over 53% of this amount 

within the seven western states. 
However, war business is not an 
unmixed blessing, he _ asserted. 
Quoting official Labor Department 
lemobilization estimates, including 

n from the armed forces as well 


De- 


war plant workers, and using | 


range | 
in the lowest state to| 


is almost as high, he 


in- | 


the United | 


| 


| 


1940 employment in each state as! 


100%, Mr. Reeves gave the follow- 


ng estimates of the number of per- | 


who will need new jobs when 
war is. over: 
Oregon, 33.1%; 


ye 


California, 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 


each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


=k *& THE *&® x* 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


Washington, | 


ular—not only with the solid audience 


popular with sponsors, too. 


make a full house. 


ought to know about red-he 


because his unusual characte 


with a warm voice and an unp 


esting because it has humor 


ji Arthur Godfrey is uncommonly pop- 
that tunes him in morning after morning, but 

Today, 17 sponsors share his program. 17 

Even though he isn’t available now—you 
unusual radio show. It's totally the man him- 
self: no trick formula, no razzle-dazzle script- 
ing, no 20-piece band—just areal personality 
of chatter that's humanly and deeply inter- 


Godfrey talks, sings, plays a banjo and piano 


sponsors. 


faith his followers have in him sell the prod- 


some of the shiny, 


aded Godfrey 


r pre »duces an 


redictable line 


and sincerity. 


tolerably well. Sometimes he even kids his 


And they like it. The man’s voice and the 


ucts he talks about—sell them far better than 


his sponsors sometimes hand him. 


Getting up in the morning, dressing, eat- 


and re-used his program—with happy results 


-over the past two and a half years. 


persuasive commercials 


ing breakfast, listening to Godfrey's program 
(6:30-7:45 A.M.) is a daily rite for more than 
155,000 radio families. And the Godfrey 
loyalty those families feel extends to buying 
the brands he recommends. That explains 


whv dozens of sales-wise sponsors have used 


Represented by Radio Sales, the SPOT Broadcasting Dwision of CBS beat 


success stories *e want to show you. And, if 
you're in no immediate hurry (good things 
are worth waiting for), there’s always the 
chance of future participations. 

You might well discuss them with us or 


with Radio Sales. 


eA Api, 4a a ‘ . 
% “ ee 


Our man 


GODFREY 


Of course, Godfrey's on WABC. 


We have some sizable files of Godfrey 
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Texcel Goes on Air 


Industrial Tape Corporation, New 
Brunswick, N. J., is offering listen- 
ers of 30 key stations across the 
country a free copy of the “Scrap- 
book of Army-Navy Humor” in be- 
half of Texcel cellophane tape. One 
minute transcription spots by Lew 
Lehr supplement a magazine-cou- 
pon campaign. M. H. Hackett Com- 
pany, New York, is the agency. 


‘Harpers’ Rates Boosted 


Harpers Magazine has increased 
its general advertising rate from 
$500 to $600 per page, effective with 
the February, 1944, issue. The back 
cover rate has been raised from 
$1,350 to $1,400 and inside covers 
and inserts from $950 to $1,000. 
Contracts now in hand and those 
received before Jan. 1 will protect 
advertisers through 1944. 


Will Vote on Merger 


Stockholders of Detrola Corpora- 
tion, Detroit, and International Ma- 
chine Tool Corporation will vote 
late this month on a proposal to 
merge the two companies. Detrola 
makes radio and other service items, 
while International has machine 
tool plants in Elkhart and Indian- 
apolis and a welding division in 
South Bend. 


a 
4 


dication of Missouri’ 
of diversification. 


come this year. 


$100,000,000.00. Th 


dollar mark. 
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IS A FORTY MILLION DOLLAR CASH CROP 
IN MISSOURI!—BUT IT'S ONLY A FRACTION ... 


. . . and it is simply another in- 


Missouri's $40,000,000.00 cot- 
ton crop is still only a small portion 
of the "Show Me" state's farm in- 
Corn will beat 


beef, cattle, sheep, dairy products, 
in addition to poultry will place 
Missouri far past the half billion 


"The most diversified state in 


S. 
your advertising message to this rich and 
important market in a result producing 


manner at economical cost. 


/ 


America" is no idle boast. Be- 
s high degree —_ cause with the exception of citrus 
fruits, Missouri grows profitably 
and in quantity every major crop 
produced anywhere else in the 


United States. 


The Missouri Ruralist is naturally 
esale of hogs, _— proud to be the counselor and ex- 
pert advisor to increasing thou- 
sands of individual Missouri farm 
families whose collective efforts 
are so materially aiding our na- 


tion's war time food needs. 


The Missouri Ruralist will carry 


Fair Trade Drug 


Firm to Sponsor 
Nick Kenny Show 


New York, Nov. 17.—A coopera- 

tive venture in which both adver- 
tiser and retailer share the expense 
has helped Nat Sedley, head of Fair 
Trade Merchandising Associates, 
pattern an advertising and selling 
program tailored to fit the require- 
ments of the corner druggist. 
Climaxing an idea which, in the 
brief span of five years, has built a 
highly successful business, FTM on 
Jan. 1, 1944, will sponsor columnist 
Nick Kenny’s hour-long radio show 
over Station WMCA. Display win- 
dows of more than 1,000 New York 
druggists will support the new show, 
which is titled “Your Friend for 
Health.” 
Six years ago Mr. Sedley was 
strongly aware that druggists were 
not taking maximum advantage of 
their biggest advertising medium— 
display windows. Even in isolated 
cases where windows were being 
used properly, there was little if 
any attempt to follow through on 
the display inside the store. 


Free Goods Era 


The selfishness of manufacturer 
and druggist alike was shown when 
it came to merchandising a brand 
in the drug store. Advertisers 
clamored for full window showings 
of their products alone. Druggists 
tried to squeeze as much as possible 
from the manufacturers in return 
for display space. The era of free 
goods and cash payments for win- 
dow space was in full swing. 

On Jan. 15, 1938, Mr. Sedley 
organized his specialized service to 
drug stores with six employes, 130 
store members and five advertisers 
—Bristol-Myers Company, White 
Laboratories, Norwich Pharmacal 
Company, Vick Chemical Company 
and Personal Products Corporation. 

Under the FTM system, manu- 
facturers knew where their displays 
went, how they were being used, 
how long they would stay up. Store 
members guaranteed not to touch 
any installation. According to this 
contract druggists were required to 
leave displays in for one full month 
—or until FTM’s window trimmer 
installed the next month’s display. 

Druggists agreed to these hard 
and fast regulations because the 
service afforded mass merchandise 
display identical with what chains 
had found to be the only successful 
selling windows. Hiring individual 
trimmers to match FTM’s display 
would cost the druggist at least $10. 
FTM’s entire program — display, 
circulars, pennants, merchandising 
ideas, monthly promotion — cost 
$3.50 monthly. The manufacturer 
made up the difference. 

Store members were educated to 
support products featured in the 
program. Advertisers realized they 
were rendering a service to the 
retailer by participating in mass 
display rather than “hogging” the 
space for their products. 


Aids Manufacturer and Retailer 


H. M. Manss, president, Bayer 
Company, recently summed up 
FTM’s service idea by saying: “The 
retailer gets a program which indi- 
vidually he could not afford, but 
that en masse is no burden on his 


| budget. The manufacturer gets 
| his product featured in hundreds of 
|windows and interiors. He gets 
cooperation from these retailers. 
He identifies his product with a 
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cessful stores. He does this in asso. 
ciation with other manufacturer, 
whose reputation and progress pro. 
mote the whole as well as the part» 

As time and income permitte; 
Mr. Sedley broadened his service ;; 
encompass the full scope of a store. 
wide job. First he had the window 
display. Then came pennants fp, 
store interiors to back brands in the 
window. He evolved the idea of 
supplying the stores with circular: 
to further support window show. 


ings. 

In 1942 Mr. Sedley hired promo. 
tion man Joseph Ungar, previous|y 
with San-Nap-Pak Mfg. Company 
Pal Blade Company, Monument 
Mills and R. H. Macy & Co. The 
Sedley-Ungar combination move 
into high gear to do a bedrock mer- 
chandising job in drug stores 
As the plan functions today map. 
ufacturers pay $1.10 per store per 
month. Products receive prominent 
showings in 1,200 FTM store wip. 
dows; 20% of the independent drug- 
gists in greater New York and New 
England now subscribe to the sery- 
ice. Two-color price cards are 
made up for each product. The 
client furnishes display pieces. 
Brand pennants are strung up in 
store interiors for 30 days. 

Items get space in more than 
1,500,000 two-color, four-page, tab- 
loid size circulars. Periodic contests 
are staged for the consumer. A 
baby picture contest run in con- 
junction with Baby Week last Apri] 
drew more than 11,000 entries. The 
“Fair Trade Sales Stimulator,” 
house organ, is distributed monthly 
to store members 
information on promotions. 

Next month, because of holiday 


institutional vitamin display, de- 
signed to help its dealers keep the 
bulk of the skyrocketing vitamin 
business, now seeping through to 
non-drug store outlets. Partici- 
pating manufacturers include Lever 
Bros. (Vimms), Standard Brands 
(Stan B), and McKesson & Robbins 
(Bexel). 


Heads Grove Sales 


H. B. Gold- 
smith Jr., assist- 
ant sales mana- 
ger of the Grove 
Laboratories, has 
been appointed 
assistant to the 
president in 
charge of adver- 
tising and sales 
Formerly with 
the Hearst organ- 
ization, Mr. Gold- 
smith joined the 


4 my ET ( 
St. Louis pharm- 
aceutical house 


H. SG. Goldsmith of w h ic h his 


father is president, in 1936. After 
learning the production side of the 
business, he turned to sales and ad- 
vertising, serving successively 
retail and wholesale salesman, as- 
sistant advertising manager and 
assistant sales manager. 
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‘Charlotte Observer’ 


Hikes Advertising Rates 


The Charlotte Observer has raised 
its advertising rates, effective Jan. 1 
General rate for black and white 
advertising has been increased from 
flat 19c to 2lc per line daily and 1c 
to 22c per line Sunday. Sunday color 
comic section rates have been in- 
creased from $588 to $660 per page. 

The new rates will apply to a! 
business after Jan. 1, in accordance 
with provisions inserted in all P 
tracts accepted after last Jan. 
requiring 60 days’ notice of rev'sio! 
in rates and other changes 
Observer’s circulation is froze 


‘successful sales plan and with suc- 


105,000 daily and 115,000 Sund 


after year. 


The G 
we Schenectady 


Schenectady readers and merchants really 
know the local situation. They are making 
tests and comparisons day after day, year 


THEY PREFER THE GAZETTE .. . the 
leader in circulation (ABC) and all major 


G 


divisions o 


AZETIE 


ows \t! 


Kn 


f advertising (Media Records). 


From official figures and less tangible but 


equally important human preferences, space 


buyers get 


GAZETTE 


SCHENECTADY 


AZETT 


REYNOLDS-FITZGERALD, INC., National Representatives 


the Schenectady picture. 
all-the-way. 


E 


It says 
FIRST IN 


705,908 
LINES 


Media Records 
9 Mos. ‘43 


with advance 


gift shortages, FTM will rig up an 9 


ADVERTISING BY 


closes 
movie 
boys % 
The 
camps 
500 1 
magaz 
annou 
ings 
munit 
the b 
cola i 
Bat 
born, 


| Reta 
1 Sign 


Sai 
partm 
direct 


w tion t 


local 

signec 
Statio 
spons 
serial 


m the p 


throu 
EWT. 
agenc 


A 


its he 
Most 
day a 
scribe 


MUSIC 
New 


| a a 
ee )=—|§ 
| | | Cal 
Is I 
Ro} 
Coh 
other 
plans, 
| a spec 
A TS TR i LE TT oF. 
| | and S 
a 
3 v7 a | | J 
/ te 4 Z = \ ft ‘as 
\ eZee a 
"1 Ae Fs \ | ‘ 
y, a a | | oly 
—_—- r 
< we ; | 
Oe ae | aa 
nt Mae A | he 
| —— ‘% ‘ Oy Ufo ee | 9 iE 
| | Ds 
PE 
the n 
—_ e. 
signe 
| Ss 
ae wa 
— Join. 
, ee _Jok 
) _si‘(a‘asért;t*t*é#é#é#déaa RS 
ee ee 
| York 
| , | Nan 
; . ) _ Lei 
R LI T hn ns 
: YY, 4 rm 
| , | ine ON meat 
| PER PUBLICATIONS INC. x HA y ee 
| es OO O—E—_ ES aaa 
eee 
ee 
: a 
a) ea wie Se P - 
| POR AR) AN ot) ee ba 27 — 
ae | mince wei titty Le! See SL | 
: Si TORE F Lai ‘x: 
Site a ————— || 
| eT 569 ee mrs oa . Pe el 
“= We : _ \ 
— fe a —s . a ; 
re ee a Soe 
; Od : kor ‘ ‘ ee +‘ , : ¢ bagi ; ae "9 : “s “> y. ne ‘ a m Et bd Be | , ae ah aig hi ae f * F . Boge oe F r Se g es SE 4 ae. ee <a 


Advertising Age, November 22, 1943 


Cartoon Series 
Is Launched for 
Royal Crown Cola 


Columbus, Ga., Nov. 17.—As an- 
other step in its market extension 
plans, Nehi Corporation has started 
a special campaign for Royal Crown 
cola in youth magazines. 

With American Girl, Boy’s Life 
and Scholastic Magazines on the list, 


e the new series of cartoon pages 
" @ closes with taste-test statements by 


movie stars who are “tops” with 

e boys and girls. 

The regular Royal Crown cola 
campaign continues in more than 
500 newspapers and 18 national 

- i magazines. It also includes radio 

e announcements and 24-sheet post- 

ings in over 700 cities and com- 

0 munities. All advertising stresses 

. the basic theme that Royal Crown 

T @ cola is “Best by Taste-Test.” 

Sj Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


1 Retailer, Watch Co. 

_ 1] Sign on KYW 

: Said to be the first leading de- 
m partment store in Philadelphia not 
e @ directly connected with a radio sta- 
1s § tion to sponsor a program over the 
dq @ local air, Snellenburg & Co. has 
e [signed a 52-week contract with 
in @ Station KYW, Philadelphia, for the 
7 sponsorship of a daily transcribed 
< [BE serial. Titled “Forbidden Diary,” 
+) Wf the program will be heard Mondays 
, through Fridays at 12:15 p. m., 
j. EWT. Seberhagen, Inc., is’ the 
agency. 

A 26-week contract has _ been 
signed with the station by Longine- 
Witthauer Watch Company to air 
its half-hour feature, ‘“‘The World’s 
». @ Most Honored Music,” every Sun- 
4. § day at 1:30 p.m., EWT. The tran- 

scribed program features classical 
.. § music. Arthur Rosenberg Company, 
vq @ New York, handles the account. 


Joins Newell-Emmett 


Job Sobotka, formerly copy chief 
and assistant to the director of 
— rtising, Boy Scouts of America, 
ed las joined the publicity staff of 
a Ne well - Sananast Company, New 
ite or 


Names O’Connell 


Leipzig & Lippe, manufacturer of 
Daskets and housewares, New York, 
has appointed R. T. O’Connell Com- 
par New York, as its advertising 


_ JACKSON — 
 MIEISSISSIPPE 


130-MILLION 
DOLLAR MARKET 


Total sales for Jackson and 
Hinds County will exceed 130- 
million dollars in 1943 on the 
basis of State Tax Commission 
figures for first six months actual 
sales. 


WSLI offers you effective cov- 
erage of Mississippi's metropoli- 
tan, “Double-Return"” market—at 
less cost. 


BLUE NETWORK 
WEED & COMPANY 


Nutrition Grants 
Total $396,040 


in Past Two Years 


New York, Nov. 17.—Total grants 
of $396,040 have been made for 
research in nutrition by the Nutri- 
tion Foundation during the two 
years that it has been in operation, 
George A. Sloan, president of the 
Foundation, revealed here last week 
at its second annual meeting. 

These grants, providing for 
studies in many fields of nutrition 
and seeking improved living condi- 
tions through dietary advances, 
have been made to 41 universities, 
medical centers and other research 
institutions throughout the United 
States and Canada, Mr. Sloan said. 


Approval was made of 12 new 
grants-in-aid amounting to $29,900 
and 13 renewals of earlier grants 
amounting to $36,000. In recom- 
mending these new _ grants, Dr. 
Charles Glen King, scientific direc- 
tor of the Foundation, said: 

“The stringency of protein sup- 
plies is not as severe as many 
thought it would become, but there 
is no doubt of the need for more 
information concerning the quality 
of protein in such products as soy- 
beans, yeast, cereals and vege- 
tables. Work of this nature is con- 
tributory to protection of our 
national health and economy in 
peacetime, in addition to helping 
meet war problems.” 

Supported by the food industry 
as a contribution to the well-being 
of the American public, the Nutri- 
tion Foundation has, in its first two 


years, received $1,278,000 to carry 
on its work, Mr. Sloan said. 

Outlining some of the research 
work which the Foundation is 
sponsoring, he pointed to several 
projects which have direct relation 
to the war effort, namely: a study 
of foods which will protect against 
shock and injury in battle; a study 
of diets for soldiers which will 
maintain the highest mental and 
physical performance; research on 
diets for aviation personnel which 
will aid in maintaining efficiency at 
high altitudes; and surveys of the 
best methods of resuscitating men 
who have been subjected to starva- 
tion for long periods. 


Mills Names Hubbard 


Mills Company, Cleveland, maker 
of marine metal equipment, has 


39 


placed its advertising with Hubbell 
Advertising Agency, Cleveland. 
Trade publications and direct ad- 
vertising will be used. 


of all million-dollar 
manufacturers 


Choose the 


Leader... 


WATIONAL REPRESENTATIVES 


bull’s-eye concentration on executives exclusively 


concerned with air-borne traffic, we offer space in 


the 


maintenance . 


AIR COMMERCE 
EDITION 


FLYING ~~ 


® Edited exclusively for air traffic executives... 
covering all phases of air transportation including 
passenger, mail and cargo operations as well as 


postwar problems, airport design, management and 


highly specialized field with ‘A/r Commerce” 
‘Air Commerce’ constitutes a regular monthly 
section of full magazine dimensions... with a class 
circulation of 10,000. Run-of-the-book advertisers 
in FLYING get this bonus circulatiam at no extra 


charge. To a limited number of advertisers secking 


“Air Commerce” edition at a 


ZIFF-DAVIS PUBLISHING COMPANY 
540 North Michigan Avenue, Chicago 11, Illinois 
Offices: New York - 


Washington + Los Angeles 


.. advertisers can concentrate on this 


special low rate. 


* Lenden + Toronto 
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SO Spurs WAC Drive 


To help promote the recruiting 
drive for the Women’s Army Corps, 


Standard Oil of Indiana dealers in 
14 midwestern states are displaying 
Wac recruiting posters this month 
at 19,000 locations. 


Put YourHAT in G.RINGS at Once / 


| 3 


THAN ANY ‘GBS 
oie HARLINGEN 


SOMILES 


ps 
CORPUS CHRISTI 
SOMILES 


er 


Four rings combine to give you 
greater primary coverage of the 
rich South Texas area than any 
other station or group. All 4 
stations with good local pro- 
grams, good merchandising de- 
partments working closely with 
wholesalers and retailers in 
each locality, good local co- 
verage of the entire territory at 
exceedingly low cost to you. 


SOUTH TEXAS’ 
RADIO PACKAGE 


Write, Phone or Wire Collect for Market Information, Rates, 
Primary and Secondary Coverage and Merchandising Plans 


HOWARD 


W. DAVIS 


NATIONAL BANK OF COMMERCE BLDG., SAN ANTONIO, TEXAS 


—_—— 


‘Denver Post’ Asks 
Court to Dismiss 
KFEL Damage Suit 


Denver, Nov. 16.—lIn its first 
counter action against the court suit 
filed by Station KFEL, the Denver 


| Post last week filed motions to dis- 


miss and to strike the suit, which 
seeks to compel the Post to list 
KPE}. programs in its daily radio 
og. 

The station also seeks treble dam- 
ages amounting to $2,395 because of 
the alleged harm done KFEL 
| through elimination of its programs 
in the log. In its motion to dismiss, 
the Post charged that the KFEL suit 
“failed to state any complaint upon 
which relief can be granted.” 

Major portions of the complaint 
were attacked in the motion to 
strike. Listed as immaterial and 
impertinent were KFEL allegations 
that the Post’s program log, which 
|lists the programs of KOE (NBC), 
| KLZ (CBS) and KVOD (Blue) but 
|}omits KFEL (MBS) and KMYR, an 
| independent station, created the im- 
|pression that the programs of the 
|first three stations were the only 
| ones available in the area. The 
|newspaper also attacked the KFEL 
allegation that the public interest re- 
quired listing of KFEL programs. 
It denied that the station was being 


boycotted and blacklisted and that 
its refusal to list KFEL programs 
was accompanied by fraud and 
malice. The paper specifically asked 
that the request of KFEL for an in- 
junction compelling the Post to 
either list KFEL programs or dis- 
continue its daily program log be 
struck. 

The Post also attacked that por- 
tion of the complaint upon which 
KFEL bases its damage claims. The 
station asks for damages because it 
paid $5 per line for program list- 
ings in the Post log, a service rend- 
ered the three other stations with- 
out charge. The Post denied the 
KFEL charge that the price for such 
service was excessive and that the 
publication rate also was excessive. 

As yet District Judge George A. 
Luxford has set no date for a hear- 
ing on the case, which promises to 
be an important test of newspaper- 
radio relationships. Gene O’Fallon, 
KFEL manager, brought the orig- 
inal complaint under the Colorado 
Unfair Practices Act, a standardized 
type of legislation in effect in many 
states (AA, Nov. 1). 


Serves on Price Board 


Kenneth C. McCrea, advertising 
manager of Lake Simcoe Ice and 
Fuel Ltd., Toronto, has been granted 
a leave of absence to serve with the 
Wartime Prices and Trade Board, 
Toronto. 


Ever have ALBANY, MIAMI, SPOKANE 


tossed in your lap SOR FREE, ? 


‘WiLL ( WAVE”... says the spot broadcaster who bought K ECA. 


You see 
County has 
close to 500 


, since 1939, Los Angeles 
increased its population by 


,000. And what's equally im- 


portant... these new comers came here 
to cut-in on the big payrolls which are 
supplied by our gigantic war plants. 


That means 


shovels full of extra dollars 


($2,500,000 weekly) to spend on your 
client’s merchandise. 


If you have a client 
with a limited budget 
who wants to heo-olet 
the greater Los Angeles 
Market at bargain 
rates... KECA will 
deliver more listeners 
per dollar than any 


other major station. 


But what's the “for free” business? 
Well it’s like this. We don’t know how the 
management overlooked it but KECA’s 
rates are the same today as they were in 
1936 when L.A. was crawling with bath- 
ing suits instead of coveralls. So you get 
this bonus of a half million more potential 
buyers for the price of an Annie Oakley 
... that is if you mail us your spot con- 


tract mow’. 
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_ VASELINE FOR BURNS 


QUICKER RECOVERY... 
LESS SUFFERING FROM BURNS 


/ 


Vaseline as first aid treatment for burns 
is the new theme featured by Chose. 
brough Mfg. Co. in this new campaign 
which calls for a series of five |,000-line 
insertions in 140 newspapers in 125 citie; 
between Oct. 24 and Dec. 12. McCann 
Erickson, New York, is the agency 


Shulton Readies 
Holiday Drive 


for Toiletry Line 


New York, Nov. 16.—Keying it: 
copy to a wartime Christmas t 
Shulton, Inc., will advertise its three 
toiletries lines, Early American Old 
Spice, Early American Friendshi; 
Garden for women, and Early 
American Old Spice for men, via 
full pages in 19 magazines. 

The copy theme combines gifts of 
toiletries with selling the idea of 
war bonds as gifts. Contrary 
former practice, in each advertise- 
ment, Shulton is promoting 
entire line rather than indiv 
items. Caption on the men’s line 
insertion is “The Right Gift for 
Him” with copy on Old Spice, and 
“The Right Gift for All” with cop) 
on war bonds. Budget for the 
Christmas campaign this yea! 
equals that of 1942. 

The company will also introduc 
four new perfumes under the name 
of Leigh Perfumers in four- 
full-page insertions in Decembe 
issues of class magazines. The 
schedule for 1944 has not yet bee 
set but it is planned to go into 
service and mass magazines during 
the first six months of next yea! 

The first group of advertisement 
in December issues lays emphas 
on Risque, “For the Daring,” wit 
mention of three others: Dulcinea 
“For True Love’s Sake”: Heartbeat 
“When Hearts Are High”; and 
Poetic Dream, “For Sheer Enchant- 
ment.” Color photography is em- 
ployed, with a pair of eyes for tne 
motif—each pair expressing (the 
mood of the perfume. 


Wesley Associates handles the 


| account. 


| Joins ‘New World’ 


Wallace Telford, formerly wit) J 
| Walter Thompson Compan) 


Gahan Joins Doremus 
Edwin F. Gahan, formerly o: 

New York Times’ business 

| staff, has joined the public rela! 

department of Doremus & Co., 

York. . 


ss 


owing ed 


ond the foll 


£1 CATALOGO AZUCARERO 


| Montreal and Toronto, has eer 
appointed manager of the Mon'rea: 
office of New World, illustratec 
weekly. 
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Chicago Grocery 
Store Co-op to 
Start Campaign 


Chicago, Nov. 16.—Plans to dou- 
ble the number of member stores 
and to start consistent newspaper 
advertising were revealed here yes- 
terday by Grocerland Cooperative, 
Inc., which now includes 80 Class 
A” retail grocery stores in the 
Chicago area. 

George Kokalis, general manager 
of the company, which was organ- 
ized in August, 1940, with 50 mem- 
bers, told the Grocery Manufactur- 
ers Sales Executives of Chicago 
that the newspaper campaign, start- 
ng with a full page next week in 
one Chicago daily, will tell the pub- 
lic about values the stores offer and 
will prove “that our prices are right, 
and that there is no profiteering 
in our stores.” 

lhe tentative schedule calls for 
1500 and 1,000-line advertisements 
in suecessive weeks, with the pos- 
sibility that another or several 
other Chicago papers will be added. 
Full pages will be repeated for spe- 
cial oceasions. All store names will 
be signed to each ad. 


Plans Self-Service 


Store identification signs, self- 
service in all units, and supervisor 
control are among other factors 
being incorporated in the Grocer- 
land expansion program. Mr. Ko- 
said the cooperating stores 

vill offer the buying public chain 
tore prices, plus the advantages of 
dealing with independent mer- 
chants.” He added that Grocerland, 
which will open a new, expanded 

arehouse next Sunday, will stress | 
nationally advertised brands of 
goods and will not build a private 
| ibel 

The general manager said sales of 
Grocerland during the first year of 
operation reached the $500,000 
mark, advancing to $820,000 last | 
year and that prospects are for sales 
of $1,250,000 in 1943—with an over- | 
head cost of 4% compared to “the | 
6-10% overhead figure which gov- | 
ernment figures show is involved in 
operation of chain store ware-| 
nouses., } 

Mr. Kokalis said the experience | 
gained now in advertising and mer- 
chandising “will pay dividends 
when we are free again to sell in 
inlimited volume. We are going to 
school now—getting ready for the 
future. In other words, instead of 
talking postwar planning, we are 
giving postwar action.” 


li 
callS 


House Magazine ‘Extra’ 
Spurs Plasma Drive 


Expected to prove a stimulant to 
the Red Cross drive for more blood 
plasma, a special edition of Edward 
Stern & Co.’s employe house maga- 
zine, “Have You Heard?” was 
ssued this month. The cover of 
the “extra” is a bleed photograph 
fa soldier receiving a blood plasma 
injection, and the inside two pages 
e f the four-page folder explain the 
need for more blood donors. The 
fourth page contains a list of former 
Stern employes now in the armed 
ervices, 

Enclosed is a blank on which the 
' employe’s name is typed and on 
. hich are two statements: “I am 
‘illing to give a pint of my blood 
to the Red Cross,” and “I prefer 
.4 @ DL to give a pint of blood to the 

ted Cross.” The employe is asked 
t neck one statement and return 
he slip to his foreman. 


Youll hand it to 


us for 


418 S. Market St, Chicago 7 
Phone WABash 3304 


Enters Latin America 


Entering the Latin American 
field, George C. Hoskin Associates, 
Chicago agency, will open offices 
Jan. 1 at Apartado 50, General 
Peraza, 3rd and F Sts., Havana, 
Cuba, with R. M. Whitsett as repre- 
sentative, and at Pino 3801 Buenos 
Aires, Argentina, with L. H. Lind- 
beck as representative. 


Gets New Account 


Reliance Textile Company, New 
York, has appointed Frederick- 
Clinton Company, New York, to! 
handle its advertising and sales pro- 


motion. Business papers will be 
used for its line of infants’ items, 
while the company’s Suncrest brand | 
of textile yard-goods and women’s | 
apparel will be promoted nation-| 
ally in consumer media. 


Offers Soup Samples 

Sardik Food Products Corpora- 
tion, New York, has released a 
large-space advertising campaign in 
hotel, restaurant, institutional and 
hospital publications to introduce 
three new soups packed in bulk for 
institutional use. Free sample pack- 
ages are offered to those writing on 
company letterheads and giving the 
names of their wholesalers. 


Buy Michigan Paper 

L. Earle Davidson, publisher of 
the Ddily News, Greenville, Mich., 
and Donald E. Johnson, Flint, Mich., 
newspaper publisher, have pur- 
chased the Daily Reporter, Cold- 
water, Mich., from T. O. Huckle and 
associates. Mr. Huckle also is pub- 
lisher of the Evening News, Cadil- 
lac, Mich. 


Postpone FMBI Session 

| Because of conflict with a Wash- 
|}ington, D. C., meeting Nov. 17 on 
| FM and television organization and 
procedure problems, FM Broadcast- 
|ers, Inc., last week postponed until 
| Dec. 8 a scheduled meeting in Chi- 


| cago to discuss wartime and post- 


| war problems of FM broadcasting. | 


Walter J. Damm, WTMJ, Milwau- 
kee, will preside at the Dec. 8 ses- 
sion at the Drake Hotel. 


Wright Joins Monsanto 

J. Handley Wright, formerly 
executive vice-president of Asso- 
ciated Industries of Alabama, has 
been named director of the depart- 
ment of industrial and public rela- 
tions, Monsanto Chemical Company, 
St. Louis, effective Dec. 1. He will 
have charge of advertising, public 
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| relations, industrial and labor rela- 
| tions, the safety program and com- 
| pany publications. 


l we (vy BACK ISSUES 


Complete coverage of current 
_and back issues of business pa- 
| pers and magazines for editorial 
| and advertising material. 

Booklet No. 20, “How Business Uses 
Clippings” outlines how manufactur- 


ers and advertising agencies use our 
service. 


BACON’S CLIPPING BUREAU 
BUSINESS . onan — aaaons 


i 221 N. LASALLE ST., CHICAGO 1, 1LL 


peace... 


THIS CAN MAKE 
Pittsburgh your No.1 Post-war market 


The same steel mill that turns out millions of dollars 
of materials for war is exactly the same steel mill 
that turns out millions of dollars of materials for 


. and it doesn’t have to be converted or 


re-converted, or shut down for change-over. 


That’s why 
quicker when 


Pittsburgh got into its full stride 
the nation changed over for war; 


that’s why it will swing into the post-war market 
without a hitch and turn to making steel, glass, 


aluminum, and other materials for automobiles, 
refrigerators, and other products for which there 
is a pent-up demand of billions of dollars. 


That’s the kind of steady, year-in, year-out 
market on which to build your distribution. 


The kind of paper on which to build your distri- 
bution in this market is the paper which, for 36 
years, has been the No. 1 paper in this No. 1 market 


... The Pittsburgh Press. 


The Pittsburgh Press 


IN PITTSBURGH 
IN DAILY CIRCULATION 


Represented by the National Advertising Department, 

Scoripps-Howard Newspapers, 230 Park Avenue, New 

York City. Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 
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Airlines to Hackett Nov. Magazine NOVEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
Northeast Airlines, Boston, has 7 ——1943-——_,  -——1942-_, r——1943-——,  -——1942—__ U. i 
oa placed its account with M. H. Hack- Lina e Scores Pages Lines Pages Lines Pages Lines Pages Lines 
} ett Company, New York. g GENERAL Photoplay-Movie Mirror Far 
: GCG - f 38.6% *Ace Fiction Group........ 9.9 2,101 9.2 2,206 CE Géebatecdéweeeonss 52.7 22,587 35.2 15,084 
ain oO ° Actual Detective ......... 9.2 6,265 5.2 3,516| Promenade ............--. 50.7 21,733 = 31.0 = 13,285 R 
American Magazine ....... 72.4 31,045 42.8 18,352|Radio Mirror (Mac)....... 40.1 17,198 26.9 = 11.52 eg 
New York, Nov. 17.—All groups|*american Forests ........ 8.0 3.360 43 1,806 | Romantic Story (F)....... 54.8 23,495 30.9 13.099 me. 
of national magazines carried sub-| American Home -eseaes 41.7 26,332 27.8 17,563)°Screen Guide ............ 19.7 13,417 20.0 13,615 Mie 
‘ stantial linage gains this month| American Legion ......... 24.3 10,416 20.1 8,609 | Screenland Unit ........... 35.4 15,179 = 26.2 11,222 ication 
REACH = . over the same month last year,|Asia & the Americas...... 2.2 925 2.3 999 woreen Romances (MM)... 52.8 22,634 34.9 14 959 papers, 
e600 including October weeklies, accord-| Better Homes & Gardens.. 50.7 32,041 40.1 25,369 Stardom ..--++-++ssseeees 19.7 13,417 = 18.1 12,277 lies, S¢ 
72, ing to a tabulation by ADVERTISING |Christian Herald .......... 24.5 10,525 21.6 9,281 | True Confessions (F)..... 56.6 24,278 35.1 15,077 same [ 
: NN dns oikince nyo ces 4 0% 3.2 2,173 5.8 3.914 | True Experiences (Mac)... 40.1 17,180 29.7 12,729 srou 
SPER AGE based on figures furnished b ’ : ‘ - group 
PRO : J Y|Cosmopolitan ............. 92.7 39,786 49.4 21,183|True Love & Romance(Mac) 40.1 17,185 28.8 12,367 1 549,44 
RANGE Publishers’ Information Bureau. *Dell Detective Group..... 15.8 6.798 14.6  6,261|True Romances (Mac)..... 44.1 18,926 30.2 12.94) ior the 
G General magazines registered an|spun’s Review ............ 19.5 8,349 6.7  2,900|True Story .....-...-..--+. 7.7 29,060 42.0 158,039 rae 
Grangers are the increase of 51.7%, followed by gains] miks ............... -.... VHS 6,367 7.9 8, 4BB|VOBUC «... eee e serene eeees 199.2 125,871 91.8 58,07) fae Sam 
market on ts of 52.5% for the women’s group;|Esquire (National) ....... 99.9 67,166 56.1 37,706; Woman’s Day ............ 41.30 17,704 ©8331 14,214 ~~ 
72, -_ Grang 45.5% for the standard group; 31.8% |‘t*Extension .............. aes tg ees 8.9  6,121| Woman's Home Companion 76.5 52,048 69.5 47,275 on figu 
the action magazi a for the outdoor group; 100.1% for| Fawcett Men's Group...... 7.9 3,383 7.6 3,248 7 — or 
fo at on ' renee members the juvenile group; and 25.5% for SEO are eee 196.7 124,346 144.5 91,304 Total Group coeeeeeeee 2,072.7 1,053,383 1,341.6 oY 65 | Galn: 
_ ne reaches #1 fornia, Oregee | October weeklies. *Grade Teacher ........... 15.9 7,045 13.7 6,036| STANDARD si lows: 
ington, 4¢a5% : z *Guide Detective Unit..... 9.2 6,286 5.1 3,486 |*American Mercury ....... 8.9 1, 12.9 2,352 cto del 
> oS Wea Es aig Fy parte By phe *Hillman Detective Group. 10.1 4,318 10.2 4,382|Atlantic Monthly ......... 61.5 25,830 43.0 18.09 [semi-m 
PACIFIC GRANG lines for the comparable riod last House Beautiful .......... 65.6 41,452 40.3 25,468| Harpers Magazine ........ 51.5 12,265 28.9 6,875 weeklie 
Pose | uP oe 33.6 pe House & Garden.......... 46.3 29,247 34.7 21,946 te ene 47.1% ¢ 
FARM GRO year, a gain 0 6%. ne EW iiisci ccd  seeees 22.3 9,535 Total Group ........-- 121.9 39,708 84.8 27,287 Cana 
Ya Hills Bldg. Son Froneiseo snareter Erne aa ae 15.8 10,438 12.0 8,239 vo pete a ae linage 
. Hastie, New *™ Macfadden Detective Group 14.2 6,081 10.1 4,317 | American OMAN .ncccee 29. 2, . 10,935 ce 
Duncan A. Scott, Pocific, Ducasse to G&G Mechanix Illustrated ..... 44.2 9,896 29.9 6,710|Field & Stream........... 41.0 17,594 34.5 14,802 mover th 
Coast and MY George Ducasse, magazine writer,|Moose .................... 6.8 2,922 8.2 3.504|Fur-Fish-Game ........... 18.1 7,781 16.5 7ogg  jgcanadie 
has joined the copy and creative|*Motor Boating ........... 87.7 $7,611 61.5 22,077|Hunting & Fishing........ 14.5 6,239 11.5 4,951 increas¢ 
pee ae staff of Garfield & Guild, San Fran-| National Geographic ...... 33.4 7,952 23.2 5,524 oy Life ...ceeeseeeees ota vane “. 11,908 
; Nation’s Business ......... 60.5 25,938 44.5 29,1119 [°OURECOFS nosccccscccccces 3 ; j 1,631 = 
ee gears _ “Seep eeepeegge 45 1,926 4.9 2,111|Sports Afield ............. 34.6 14.826 204 <73, PDIIS 
— Popular Mechanics ....... 90.3 20,220 64.1 14,368 ‘<ipeseee : 
*Popular Publications WeCRl GPOED 2c iicscess 184.4 79,136 140.0 60,043 
ig esas ass ee 3 11.2 2,500 17.1 3,824| JUVENILE 
Popular Science .......... 91.3 20,455 63.2 14,152|*American Girl .........-. 8.8 3,769 4.0 1,700 dd 
re ae 42.1 18,062 37.0 15,883|Boys’ Life ............. -- Sz 9,934 6.8 4,639 A 
IE hs c toaducde pa nevis 4.7 2,027 3.8 1,608 | *Calling All Girls.......... 9.4 3,594 1.9 708 S. 
; Scientific American ....... 12.0 5,161 9.9 4,284|Child Life ...........+-45. 7.3 3,145 7.6 3,259 Borg 
NE 00 oi va aan abd o% G0 14.4 6,370 15.8 6,510| Open Road for Boys....... 12.6 5,387 5.8 2,504 West C 
*Street & Smith Fiction ®*True Comics .........++:: 5.5 2,095 3.0 1,143 Davis & 
eee a ds oe 5.8 1,302 11.8 2,632 — ——— _ Ban Fr 
OR ere reer 32.4 13,899 - 24.3 10,439 Total Group .......... 58.3 27,924 29.1 13,953 New Y 
*Thrilling Group ......... 20.8 4,648 18.6 4,175 WEEKLIES ame t 
Tews & COUMtry..occcccces 88.4 59,423 31.2 20,958|*American Weekly ....... 53.0 100,921 37.5 71,332 taff. E 
Ee ae 2 106 7 414|*Business Week .......... 352.6 161,268 285.1 122,327 unce¢ 
Woodmen of the World.... 4.6 1,950 2.4 1,028|*Christian Advocate ...... 18.3 7,684 15.7 ¢ esignat 
se ciediar anak dh de 94.2 59,534 45.4 28,698 | *Collier’s ....ccccrecsssers 203.9 138,628 175.7 119,47 s om 
ni cate ss ok ehh oo a a aCe e em 80.2 34,420 69.5 29,816 irtner: 
Total Group ..........1,619.5 788,1471,099.6 519,519| Family Circle ............. 77.3 33,160 84.7 36,334 Mr. D 
Forbes ....... costvevasns ee . 1 611,077 b new 
WOMEN’S ° ae rere 28.1 22,900 17.6 18,521 uld | 
a POP reer re ee er ee 65.2 27,956 24.4 10,483)%Liberty ...........-46.. . 80.9 $84,716 42.9 1 7 lerb R. 
Se Proe re rere COR: BOE, (OES: PERO IIS ain cc scicvdnceccvescae 284.1 193,190 296.5 201,587 ent of 
Good Housekeeping ...... 120.2 61,575 96.5 Se Le SPerTerrrercrreree er 85.2 57,900 53.9 36,627 ‘orden, 
Harper’s Bazaar .......... 135.2 90,874 657.4 38,553 |*Newsweek .........se005. 279.7 117,452 196.9 84,478 Ir. Day 
ee Serer 13.7 10,378 13.5 10,215/*New York Times Magazine 104.0 103,987 2.9 42,91 we (A 
ie no a 19.9 13,520 16.0 10,902/*New Yorker ............. 287.7 123,433 210.4 90,269 “Mr. 
Ladies’ Home Journal... .~ 100.2 68,121 87.5 DEE EIOD. eeecedecvatssersnaeeners 11.5 7,820 7.8 5,270 ’ ee 
Mademoiselle ............. 125.6 53,867 84.4 36,206|/*Saturday Evening Post... 312.5 212,471 266.3 180,993 Van 
Oe ee ee 74.8 60,887 74.2 650,421|*Scholastic ............... 23.3 10,020 . 17.5 7,524 anagel 
m Modern Romances (MM)... 50.5 21,678 30.2 Be WE OOEE sco coeecioes oan 67.4 57,253 50.0 42,556 een tri 
f Modern Screen (MM)...... 57.3 24,564 34.8 See 2 cvedeneseaesthaeb aaa 273.1 114,693 275.4 118,131 ecome 
e be vyesl (ertngy Motion Picture (F)........ 57.9 24,844 37.6 16,134|2*United States News...... 210.9 88,582 118.9 50,995 f that 
Piiatie GMO ideas ts vccscc 30.3 12,987 14.4 6,192 — += —_ - f Mr. 
\*Movie Radio Guide....... 15.5 10,540 12.7 8,630 Total Group ....+.0.+. 2,868.9 1,625,605 2,292.4 1,295,795 os An 
*Movie Show ............. 18.4 12,503 12.5 8,470 | ——— da 
x / f- *Movie Stars Parade....... 30.1 12,903 14.3 6,142 *Figures received from publisher. P rk c 
YG ha eg a ay Pr oe 57.9 24,829 38.4 16,462 tFigures not included in totals. ¥ —- 
C4 4 (ZZ C7 «ere oo ee 30.3 12,987 14.6 6,263 1One issue, 1943; four issues, 1942. hortly, 
Parents’ (N.Y. Metro. Ed.) 74.6 32,016 53.1 22,809 2Five issues, 1943; four issues, 1942. gency 
tParents’ (Nationaly ...... 72.6 31,124 49.8 21,382 ’Four issues, 1943; five issues, 1942. Vest Ce 
on» WAKULLA, NEAR TALLAHASSEE, FLORIDA _—— *Personal- Romances ...... 25.1 10,778 9.4 4,052 ‘Figures not received to date. umber 


is IN WWL L AND! NOVEMBER ADVERTISING LINAGE IN FARM PAPERS unt 
a Soatedinn Poubter ont Display Commercial Display rinking 


Livestock Advertising Including Poultry and Display dded \ 
-— 1943-—~. -——_1942—, 1943 1942 Livestock Advertising ales pl 
Pages Lines Pages Lines Lines’ Lines r——1943-—., -——19 42 1943 1942 ersal 
’ H Monthiies Pages Lines Pages Lines Lines’ Lines es 3 
And So Are 10,000,000 Customers From Five Different States! *American Fruit Grower 6.4 2,472 4.5 2,061 2,472 2,061 | Indiana Farmer’s Guide 21.6 16,914 18.1 14,200 13,431 11,740 nicago. 
American Poultry Kansas Farmer ...... 30.0 22,812 25.7 19,496 18,234 15,0-9 
- Journal: . Michigan Farmer . 27.56 21,126 24.4 18,714 19,345 16,974 
* Eastern Fdition ..,.. 29.8 12,769 24.8 10,661 9,649 7,450 | Missouri Farmer 8.4 6,555 7.6 5,959 6,459 959 
P Central Edition ,;... 22.8 9,793 17.5 7,488 8,042 6,013 | Missouri Ruralist 24.7 18,749 19.9 15,153 16,106 12,454 
Western Edition .... 19.6 8,407 13.8 5,925 7,490 6,082 | Montana Farmer . 82.6 24,642 27.7 20,927 18,318 15,47 
tIn all 3 Editions... 18.6 7,991 13.3 5,706 7,216 4,863 | ‘Nebraska Farmer 45.2 34,181 43.8 31,880 32,350 24,4:5 
*Better Fruit ......... 7.3 3,085 2.9 1,253 3,085 1,25% No. 2 Zone..... . 8.6 2,728 32.1 23,334 2,728 1 § 
Breeder’s Gazette ..... 16.6 7,474 12.2 5,506 6,310 3,661) Ohio Farmer ..... . 84.4 26,434 27.4 21,072 24,221 18,965 
California Citrograph.. 14.8 9,928 10.8 7,281 9,928 7,281! Oregon Farmer ...... 22.2 16,810 20.6 15,630 16,810 1 
Capper’s Farmer ...... 40.7 27,696 25.9 17,612 27,403 17,444] *Oregon Grange Bulle- as 
A ‘ *Carolina Co-operator.. 6.5 2,716 4.5 1,906 2,716 1,905  Srrrrye rer rr rr Tey 12.4 13,496 14.0 15,106 13,496 15,1 e the s 
’ ae : ha Country Gentleman ... 67.1 38,812 45.9 31,242 38,383 31,019 | Pennsylvania Farmer... 27.2 20,905 20.9 16,036 19,638 14,9 
; hae , ng. © *Electricity on the Utah Farmer ...... 19.0 14,361, 19.2 14,524 2,869 12 i4 
t - - ~ PARHO > DOE ccccevecesavecs 6.5 1,963 5.1 1,814 1,963 1,814] 1Wallaces’ Farmer..... 62.6 49,073 650.2 39,329 40,851 3( L q 
hy cies] Lt eae < Farm and Ranch...... 29.5 22.294 19.9 15.042 21,589 14,261| Washington Farmer... 23.2 17.570 23.8 17,960 17,512 17.7% 
>A" Farm Journal & Western Farm Life... 34.8 27,247 27.6 21,628 16,362 11,554 
- nao New Orleans Farmer's Wife ..... 64.4 27,631 43.6 18,693 27,246 18,485 | 1Wisconsin Agriculturist 38.2 29,947 30.2 23,634 28,667 21 7 
; gees *Hoosier Farmer ..... 13.3 6,000 10.2 4,590 6,000 4,590 —_—_— ———— 4 
a *Kentucky Farmer's Total Group .ecccees 619.0 486,676 534.1 419,860 434,646 360,513 
Home Journal ..... 12.7 9,964 9.6 7,619 9,428 6,692 Bi-Weeklies—October : ; 
*Michigan Farm News. 1.5 3,066 1.3 2,401 3,066 2,401| American Agriculturist 21.2 15,426 19.2 13,975 13,904 1 
*National Live Stock Arizona Farmer....... 25.8 19,501 20.4 15,419 19,019 15,-<8 
Producer ..... cose 6.3 4,447 5.3 3,870 4,447 3,870] California Cultivator... 31.7 23,967 23.5 17,763 23,068 1 5 
StNation’s Agriculture. ... sone 5.9 2,665 yr 2,658 | Dairyman’s League 
*New Jersey Farm & POOWD. cccwccnnceseses 4.3 3,094 4.7 3,437 2,764 , 
, . ° Garden ..... sostccs Bee SERTS6 36.3 8,244 11,248 7,196 | INew England Home- 
50,000 WATTS brings the clear signal of ‘Ohio Farm Bureau OM»; una beed sun . 24.4 17,103 18.2 12,762 13,903 1 ‘ 
tw 2 . ; News teees - 10.7 4,812 10.5 4,747 4,812 4,747 | Pacific Rural Press: 
WWL not only to Tallahassee, Florida, Poultry Tribune Northern Edition ... 43.3 32,719 36.6 27,670 31,160 25,422 . 
9 ; Eastern Edition 38.4 16,479 26.8 11,483 13,088 8,724 Southern Edition . 41.7 31,648 35.5 26,825 29,989 24,4 
but to all the Deep South—182 counties Central Edition . 30.9 13.233 19.7 8.457 11.703 7,340] ¢Both Editions ..... 39.3 29,720 33.2 25,071 28,161 22 1 
. . Western Edition . 25.7 11,037. 15.8 6,797 10,398 6,410 | Prairie Farmer 
in five states! Pacific Edition . 28.0 12,023 16.7 7,168 10,733 6,410 Ill, & Ind. Editions... 64.0 39,325 34.8 25,318 38,398 23,080 
tIn all 4 Editions... 24.4 10,471 15.0 6,412 10,004 6,025 | Rural New Yorker..... 31.9 25,019 15.4 12,050 20,559 9,908 d 
Progressive Farmer —_—_—-—- -— _ 
FIVE TIMES more powerful than any Carolina-Va, Edition. 82.5 23,681 31.0 22,595 23,431 22,526] Total Group ........278.3 207,702 208.3 156,219 192,754 142 - 
i ‘ — P Georgia-Ala. Edition. 34.2 24,895 31.8 23,146 24,659 23,046 Weeklies—Octobe . t 
station for hundreds of miles, WWL is Ky.-Tenn. Edition... 32.7 23,778 30.6 22,286 23,591 22,247] Capper’s Weekly ..... 6.3 14,007 4.0 8,938 13,718 8,5 
i , Mias.-La.-Ark. Edition 32.6 23,728 30.1 21,892 23,527 21,801 | *Washington Grange s 
the one station that will sell the Deep Texas Edition ....... 34.9 25.384 30.7 22.377 26,063 22.265| News ...........---- 18.4 19,922 14.5 16,684 19,922 16,584 P 
tIn all 6 Editions 30.2 21,976 27.5 20,010 21,877 19,971] Weekly Kansas City 
South—completely. tAverage 5 Editions. 33.4 24,293 30.9 22,459 24,052 22,377 Star e I 
¥ Southern Agriculturist. 20.1 14,091 18.8 13,133 13,982 13,101 Missouri Edition..... 8.5 20,946 6.2 12,689 20,358 11,5°4 
Southern Planter.... 26.6 18,647 18.2 12,762 18,381 12,423 —_ ——— ——— —_— Cc 
Successful Farming 54.7 24,594 49.1 22,102 24,304 21,929 Total Group ..... .. 33.2 64,875 23.7 37,311 63,998 36,102 ' 
_—_—— — Dailies—October 
Total Group ..... 783.9 447,643 611.5 354,706 427,127 338,106 | *Chicago Daily Drovers J & 
Monthlies—October POMPOM scccsccae .. 33.6 71,530 27.5 68,487 38,006 38, >? 
Arkansas Farmer 9.7 7,320 8.6 6,499 7,256 6,499) *Kansas City Daily 2 H 
Farmer-Stockman 27.1 20,469 20.2 16,250 19,084 14,343 Drovers Telegram... 39.4 83,870 40.6 86,366 66,014 61,° 0 
Wyoming Stockman- *Omaha Daily Journal- 
*Idaho Granger 7.3 7,874 9.1 9,926 7,874 9,926 DOOGMINOE cicccevscce 64.6 116,180 45.9 97,611 72,498 68, 
Farmer . 6.3 5,603 6.9 6,159 4,735 6,159 | *St. Louis Daily Live 
——< « — Stock Reporter ..... 18.7 39,707 18.2 38,763 22,597 26,! 
Total Group . 50.4 41,266 44.8 37,834 38,949 36,927 os cee ys 
§ Semi-Monthlies—October Total Group ........ 146.2 311,287 132.2 281,227 189,116 194 
; big =. " *California Grange 
rs “< News 24.1 26,162 22.9 24,822 26,152 24,822 *Figures received from publisher. 
ae . Dakota Farmer 32.3 24,962 25.7 19,834 24,463 18,048 tFigures not included in totals. 
W A aa iFarmer, The 41.6 32,548 37.0 28,973 31,781 26,174 ITwo issues, 1943; three issues, 1942. 
‘ Hoard’s Dairyman 34.0 24,746 27.4 19,946 21,135 16,752 2One Zone, 1943; four zones, 1942. 
ae Idaho Farmer .. . 23.1 17,446 20.0 15,128 17,446 14,949 *Figures not received to date. 


50,000 WATTS—CLEAR CHANNEL Miss Hurley Joins WQXR_ | Davidson to ‘Liberty’ Freezes Circulation 


Eleanor Hurley, formerly photo} Preston L. Davidson, formerly Rather than curtail its conten‘ 


The Greatest Selling POWER in the South's Greatest City editor of WOR, New York, has been| with Crowell-Collier Publishing | because ot enters newsprint re = 
—Not’ i named publicity director of WQXR,|}Company, has joined the Chicago|ductions, the Tribune, Crosse, &.-. 
CBS Affiliate —Not'l Representatives, The Kotz Agency, Inc. New York. office of Liberty. Wis., has frozen its circulation. 
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Advertising Age, November 22, 1943 


U. S. and Canadian 


NOVEMBER CANADIAN MAGAZINE LINAGE 


Conner, Lang Promoted 


43 
Continental Opens 


——1943-____ 1942 . . 
r = ner Linage ee sa | ‘Panes Lines | Chester F. Conner has been}! New Magazine Drive 
*Canadian Home Journal.................+. 47.3 32,176 38.6 26,228| Mamea assistant general manager : til ]i : 
arm 4 Pp g “Canadian Homes & Gardens............... 32.9 22,086 40.6 7,281] and Fred Lang merchandising man- Continental Distilling Corporation 
. = . | > Teeny Ppl peepeepesnne penne sce ere 45.0 30,568 39.9 27,122 | a f the industrial products sales| Wil! launch its 1944 campaign for 
G I Bk ile Gah biuesc #04062 + Adah bana’ 49.7 21,302 39.8 17,077 | GBEr Of the sndustria’ proaucts Sates | Philadelphia blended whisky i 
e ister aqins Liberty .. 077 ; neck iladelphia blended whisky in De- 
ED <hiaspeneddseleGaasienndsnecteuds 66.9 45,481 47.2 32,094 | division of B. F. Goodrich Company,| cenber with four-color advertise- 
New York, Nov. 17.—All classi- Mayfair . 2... 2-2 ..seeeeeecescesereeeesces 52.0 34,970 49.0 32,936| Akron. Mr. Conner previously had ments in December issues of Clic 
onto es. 2 MR ete Lame SNOMAREP s+ 60 s0ssesesessesens as ght as 16-116 | been merchandise manager, and Mr.| Gonices Cosmo iow “Elks _ 
sapers, including November month-| “°™ "OPS ‘crrtstststerertetetessseseeces B re aa —-| Lang manager of sole and heel| (io A 4 . wy ay 
pe th ‘ " == | oslen quire, Fortune, House & Garden, 
ies, scored linage gains over the GE MII Ede ons dud snes aoa aeuad 359.7 231,420 312.1 201,509 f Liberty, Life, Ne k. Ti 4 
ame period last year. The entire Display, including poultry and livestock in Canadian Farm Papers . ———— T yi Cc , — > fi wme an 
sa ied an aggregate of| Canadian Countryman ...............0s000 5.3 24,698 31.6 22,107 G { Joins M al own ountry. The first adver- 
mcroup Carrie A , CN UM io ons riecdveksseedacne’ 25.6 18,455 21.6 15,518 rae Joins utu tisement will be followed by others 
‘549,449 lines against 1,286,147 lines | **Framily Herald & Weekly Star: Alma F. Graef. f l blicity | in additional 
M.. the comparable 1942 period, for Bastern MGition ..........cccccscccccces 48.0 48,478 39.4 39,794] ...uma &. trrael, formeriy publicity | in additional magazines. ‘ 
lor vin of 20.5%, according to an Western Edition ............cceeee ences 43.0 43,474 36.7 36,082 | director of Station WPAT, Paterson,|| The advertisements, featurin 
a gain O hate ooee allan: Taend *Farm and Ranch Review...........+++.000 17.6 12,654 13.4 9,644) N. J., has been appointed assistant] historic prints, are prepared by 
ADV ERTISING li 4 “s p bli h : — Advocate & Home Magazine...... = rete 33.5 23,449 sales supervisor in charge of con-| Paul Lefton Company, Philadelphia, 
mn figures supplie y ublishers armer’s PTS TET TUT TTTTTTrirr Ss | . 19,647 27.0 18,930 tracts and estimates of Mutual| They are bei handised to th 
information Bureau Free Press Prairie Farmer................ 44.6 50,190 41.4 46,520 ; u y are being merchandis e 
on sor cath group are as fol-|° 2 "Wester Producer ............0sseeeeeees 27.5 29,399 23.5 25,140| Broadcasting System, New York.|trade with reproductions of the 
rains - a onan Miss Graef previously served as| illustrations. 
lows: November monthlies, 26.2%; MR SONNY tc senate psad bddances eas 311.3 276,113 267.1 237,184 P y 


commercial traffic manager of WOR 
and with WMCA, New York, in the 
same capacity. 


New York Office Moved 
The eastern advertising and edi- 

torial office of Modern Beauty Shop 

has been moved to larger quarters 


October monthlies, 9.1%; October 
semi-monthlies, 15.9%; October bi- 
weeklies, 33.8%; October weeklies, 
47.1% and October dailies, 10.7%. 
Canadian magazines registered a 
linage gain of 14.8% this month 
ver the same month of 1942, while 
Canadian farm papers showed an 


*Figures received from publisher. 

1September-October figures for both years. 
Siskehee teres. "ARE YOU SELLING THEM EFPECTIVALY? 
8Four issues, 1943; five issues, 1942. Yoo shoald have expert connsel 
on bow to reach the growing 


$7 Billion Negro Market. Consuli—: 


Hoban Joins Triumph 
C. J. Hoban Jr., formerly adver- 


Buys Vellines’ Outdoor af : 
Consolvo & Cheshire, Inc., Nor- DAVID J. SULLIVAN 


increase of 16.4%. tising manager of York Oil Burner| folk, Va., outdoor advertising, has| at 280 Madison Ave., New York. Pot be de Negro Market Oxganization 

————__—_ Company, York, Pa., has joined| purchased the outdoor advertising| Irving R. Blumenthal is eastern RMT Yee Marketing + Advertising + Research 
5 _* h D s Triumph Explosives, Inc., Elkton,| business of W. W. Vellines, Inc.,| manager, and Nora B. Drummond, $45 Fifth Avenue » New York, N.Y; 
pbrisacner, Vavis Md., as public relations director. 


Norfolk. eastern editor. 


Changes Name; to 
Add N. Y. Manager 


San Francisco, Nov. 16.—The 
West Coast agency of Brisacher, 
Davis & Van Norden, with offices in 
San Francisco, Los Angeles and 
New York, has changed its firm 
ame to Brisacher, Van Norden & 
taff, Emil Brisacher, president, an- 
ounced this week following the 
esignation of one of the agency 
artners, Robert J. Davis. 

Mr. Davis revealed last week that 
new agency, Davis & Beaven, 
uld be set up in Los Angeles. 
lerb R. Beaven, former vice-presi- 
ent of Brisacher, Davis & Van 
‘orden, will be associated with 
Ir. Davis in the new agency ven- 
ure (AA, Nov. 15). 

Mr. Brisacher said that Robert 

Van Norden, vice-president and 
anager of the New York office, has 
een transferred to Los Angeles to 
ecome residential partner in charge 
f that office. With the exception 
f Mr. Beaven, personnel of the 


os Angeles office remains intact, 

nd a new manager of the New { 

fork office will be announced t set 
hortly, Mr. Brisacher said. The i 
gency handles an extensive list of 


jest Coast accounts, as well as a 
umber of New York accounts. 


unt Geis Added Duties 


Charles F. Hunt, manager of O THE advertising man, more pulp means 
rinking cup sales, has assumed more linage. To the farmers of the South, 
dded duties as advertising and 


the demand for pulpwood is an added op- 
portunity to increase their income. 

The Progressive Farmer recognized pulp- 
from-pine as a potential farm crop of major 
importance, back in the days when paper 
was first successfully made from a pine tree. 
To Dr. Charles H. Herty, nationally famous 
Southern scientist whose researches made 
this industry possible, went The Progressive 
Farmer’s first annual award for ‘““Man of 
the Year in Service to Southern Agricul- 
ture” in 1937. 

For almost a decade, The Progressive 
Farmer has helped to develop the South’s 
output of pulp, by urging its subscribers to 
weed out their woodlands and sell timber, 
unfit for lumber, to pulp mills. 

Today, The Progressive Farmer’s pioneer- 
ing is bearing fruit. Most of the wartime 
increase in domestic cutting of pulpwood 
is in the South. A leading pulp. company 
recently wrote The Progressive Farmer: 


ales promotion manager of Uni- 
ersal Paper Products Company, 


hicago. 


| LI Drops Italian 
WELI, basic Blue affiliate in New 
aven, Conn., has changed from the 
se of part Italian language to all- 
nglish. More than 75% of former 
ilian language sponsors now *‘il- 
e the station in English. 


| PSA” 
Time OFF 
your hands! 


The Belmont-Plaza’s con- 
venient mid-town location 
will save you valuable 
time and energy. Only 3 
blocks from Grand Central. 
A few minutes’ walk to the 
smart 5th Ave. shops, close 
to leading theatres—a de- 
sirable, distinguished ad- 
dress. Hotel now under new 
management. 800 newly- 
decorated rooms with 

} radio and bath (tub § 

and shower) . . from 


HOME OF THE FAMOUS 


New York's most 
glamorous night 
club. Excellent 
banquet and meet- 
ing facilities. 


we: s+ 


‘Your cooperation regarding the pulpwood i 

campaign is most highly appreciated and ma 

beneficial. Your continued support will assist f / le 

the entire campaign and will help benefit our Th S h. §S b |. b * 

nation in this time of pulpwood shortage.“ e out ul Scr es. to 
—~ \ ~ : J 


; 

When the wartime paper shortage be- f 
came apparent, The Progressive Farmer , 
immediately redoubled its efforts to increase 
the South’s production and marketing of 
pulpwood. Progressive is the middle name . 
of The Progressive Farmer. 


RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast Representative: Edward S. Townsend Co., San Francisco ccs 


se, tL F. JOHNSON, MGR. 
RECTION: EMIL H. RONAY 
INGTON AVE. at 49th ST., NEW YORK 
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44 
Thomas to Chicago Six Name Klingensmith U. S. Issues Copy Guide Wage-Earners oe 


Perry R. Thomas, formerly man- H. M. Klingensmith Conmpany,| A guide to the proper prepara- 
ager of the Kansas City office of| Canton, O., has been named adver-|tion of technical handbook parts Plan for Future 
Beaumont & Hohman, has been|tising agency me 3 sip a ee yy fy for hyd +4 and ° 
transferred to the company’s Chi-|Company, Carrollton, R aton | Navy has been issue y the gov- 
cago office. He has been penal Mfg. Company, Reliance Division,|ernment through Patterson Field, Survey Reveals 
in Kansas City by Leslie I. Mayes,| Massillon, O.; Associated Products, | Fairfield, O. It shows the types of Soe 
who has been with Beaumont &|Inc., Akron, and First Trust & Sav-|art and reproductive processes ac-| Louisville, Nov. 17.—Wage-earn- 
Hohman for the past year. The|ings Bank, Buxbaum Company and| ceptable to the government for use|ers feel a great uncertainty about 
Kansas City offices are now located| Ohio Ferro-Alloys Corporation, all|in preparing handbooks and man- ni dg cotghg mod aay Fong ht 
at 1016 N. Baltimore Ave. of Canton. uals. ae ake bende. Ge daliaee Savant 
their money so that it will provide 
additional income, according to a 
“Wage Earner Opinion Survey” 
conducted for the Citizens Union 
National Bank of Louisville by 
Public Opinion Surveys, a division 
of M. R. Kopmeyer Company, 
Louisville advertising and public 
relations counsel. 

The survey was designed to pro- 
vide management executives with a 
basis for better understanding 
wage-earners’ current opinions and 
future plans, and as a guide to post- 


7 Pa war planning, manufacturing, sell- 

4g . ing and advertising as related to 

7 _ = ithe vast, increasingly prosperous 
~ ae eo | wage-earner class. 

a = | An overwhelming majority of 


| Louisville workers surveyed spe- 
wn? i | cifically declared they believed the 

THAN SECOND NEWSPAPER — fee best thing to do with their savings 
4 lafter the war would be to “buy a 

|home.” A surprisingly low number 
lof workers, 17%, plan to buy new 
lears after the war as compared to 
29% intending to buy new home 
furnishings and 30% planning to 
invest their savings. Most workers, 


TEXAS Cally NeW PAPERS 
G SERVICES 


PEETAF Rr 
~ rele] +e 


market |SETTERS / £1 oon 
SURVEYS | TRADE | DISPLAYS 


WINDOW 
DISPLAYS 


_ WORK WITH 

DISTRIBUTORS 

~v) NEW 
MEXICO 


8) 


G SPRING 


MARSHALS 


mean some ng Cooper 
below. to The Ten ate 
Newspopt (2 bank on that, ACALITY News 


Yes, these MEXICO 
WPI rHI edules) and they KtEp (COPERATION 


PUTIN EP APPA er Promises. 
A STORY IN FIGURES — 
Combined Totals—All Seven Markets 
ul ation, All? pry ones ~* 138,179 
“ I ttion (Citic 2s of Public n) Re 
sry Po r i 7 Markets .158.684 
m2 sail xi] e Te ay ( leas Ty Tr ation, all 7 Mar $315 658 000 TEXAS Lualily } NEWSPAPERS 
Pa rine — ars (Publication Counties ones ABILENE. . . rey, RTER. 7 
Motor Trucks (Publication Counties Only) 14,50) inate cae bas © 0! 6 6 :6)0 2 eee HERALD 
Bank Deposits, June 30, 1942 (Publica- |e ) err 
” tion Cities Only) $134.707.230 DENISON . . . oe oe oe 6 oe ee 
Def 9 rote M. nthly (Military and “—4 F es ee ee ee — re 
erent eer! 4h oe nnd awalal at a oa pisiliessaiiad PARIS . : D : : : ; ; ; : 
viliar Lohlication MInties Ynly) $\9 360 
pte: dh sentaethcaer nsec SAN ANGELO. . . — 
Represented by TEXAS DAILY PRESS LEAGUE. teseesasiiadl 
CHICAGO — 360 N. MICHIGAN AVE NEW YORK — 60 E. 42ND ST. SAN FRANCISCO — 300 MONTGOMERY ST. DENVER —711 BUS TERMINAL BLDG. 
DALLAS (HDQS.) — $07 TEXAS BANK BLDG. ST. LOUIS — $15 OLIVE STREET LOS ANGELES — S41 CONSOLIDATED BLDG. 


} 


Advertising Age, November 22. \9, 


- DESCRIBES WEAPON 


Tying in with the first public exhibition 
last week of the Army's new electrical 
gun pointer, deadly weapon against 
enemy aircraft, Western Electric Co. ran 
this large-space advertisement in Chi 
cago dailies and suburban papers. New 
production “soldiers” are urged to get 
jobs at the company's Hawthorne, ||| 
works, where the device is made. Newell. 
Emmett Co., New York, is the agency 


the survey found, are opposed t 
heavy instalment-plan buying and 
going deeply into debt. 

Other facts revealed were that 
44% believe they will make a 
much or more money after the wa 
as they are making now, while 50 
believe they will make less money 
that publicity given “high wa 
wages” has created dissatisfaction 
and resentment among many aver 
age war workers who are barely 
making enough money to meet th 
high cost of living, plus war bond 
deductions and taxes, and that 85 
of the workers are buying was: 
bonds. 


Hooper Lists First 
Ten Pacific Programs 


The Hooper “Pacific Progran 
Ratings Report” lists Frank Mor- 
gan-Fanny Brice at the head of the 
list of top ten programs, followed 
by the Aldrich Family, March of 
Time, Kay Kyser, Charlie McCar- 
thy, Screen Guild Players, Great 
Gildersleeve, Quiz Kids, Mr. District 
Attorney and Ellery Queen 

An increase of 224%% was regis- 
tered in the evening Pacific Pro- 
gram Ratings Report for the Sep- 
tember-October period over last 
month (9.2 against 7.5), and ar 
increase of 44%2% over a year ago 
Evening sets-in-use are up 35% 
over the last report and 0.7% over 
a year ago, according to the Hooper 
report. 


Appoints Weintraub 

Anchor-Hocking Glass Corpora- 
tion, manufacturer of glass contain- 
ers and closures, Lancaster, ©., has 
appointed William H. Weintraub & 
Co. its advertising agency for radio 
A program has been purchase J -“ 
will be broadcast over a coa 
coast CBS hookup starting in pie 
ary. 


Ryan Directs Houde Scales 

A. C. Ryan, former executive of 
Universal Credit Corporation, De 
troit, has resigned as deputy direct 
in charge of production service # 
the Detroit WPB to become direct# 
of sales of the doude Engineer™ 
division of Houdaille-Hershey Co 
poration, Detroit. 
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wens-lllinois 
Changes Format 


of Its Program 


Allis-Chalmers Signs 
Boston Symphony for 
Radio Debut 


New York, Nov. 16.—Following a 
switch in agencies, Owens-Illinois 
Glass Company, Toledo, revealed 
lost week that a complete revision 
h been made in the name and 
format of its institutional radio pro- 


sponsored by Ironized Yeast as an 
hour-long program up until a few 
weeks ago. It is currently heard on 
WMCA and the Blue Sunday nights 
from 10:15 to 11 p.m., EWT. Walker 
& Downing, Pittsburgh, is the 
agency. 


Business Men Schedule Show 


The National Small Business 
Men’s_ Association, Chicago, has 
leased time for a 13-week series of 
broadcasts over a_ coast-to-coast 
Mutual hook-up, starting Dec. 5. 
The show, scheduled for Sundays at 
4:30 to 5 p. m., EWT, is titled “Abe 
Lincoln’s Story,” and will feature 
dramatized episodes from his career. 
DeWitt Emery, president of the as- 
sociation, will give a brief talk on 
some current topic at the close of 
each show. Schwimmer & Scott, 
Chicago, is the agency. 


Jack Benny Rebroadcast 


The Jack Benny program, heard 
Sundays fron: 7 to 7:30 p.m., EWT, 
on the NBC network under the 
sponsorship of General Foods Cor- 
poration, will be rebroadcast over 
the Mutual-Don Lee Pacific Coast 
network from 8:30 to 9 p.m., PWT, 
effective Nov. 7. Young & Rubicam 
is the agency. 


Roma Takes Show 


“Suspense”, popular mystery 
series, will be sponsored by Roma 
Wine Company, San Francisco, over 
a nationwide CBS network at 8 
p.m., EWT, Thursday nights start- 
ing Dec. 2, with a rebroadcast for 
the West Coast Monday nights at 
9 p.m., PWT. 

Hollywood’s famous authors will 
write the series, which will be di- 
rected by William Spier, and well- 


| known stars will play leading roles 


each week. 
Continental Renews 


Continental Baking Company has 
renewed “Bachelor’s Children” over 
the CBS network. The daytime 


serial is carried by 45 stations and | 


is heard Mondays through Fridays 


broadcast at 3:45 p.m., EWT, in be- 
half of Wonder bread and Hostess 
cakes. 

account. 


Gunther Renewed 


General Mills has renewed John 
Gunther on the Blue Network for 52 
weeks, effective Nov. 5. Presented 
in behalf of Wheaties, the news 
commentator is heard Fridays and 
Saturdays from 10 to 10:15 p.m.,, 
EWT, on 68 stations. Knox Reeves 


from 10:45 to 11 a.m., EWT, with re-| the Mutual 


Ted Bates, Inc., handles the | 52- -week contract for 


45 


Advertising, the 


agency. 


Minneapolis, is 


Grove Starts Series 


Ray Dady, newscaster, will pre- 
sent a program of news titled “Side- 
lights,” Monday through Friday 
from noon to 12:15 p.m., CWT, on 
network, for Grove’s 
Cold Tablets. The sponsor, Grove 
Laboratories, St. Louis, has signed a 


the series; 
Hasten the 
Return of Peace. 
| Buy More 


War Bonds Now. 


tv ARTK 


SIGN CO. LIMA OHIO 


he company, which recently 
named J. Walter Thompson Com- 
pany to handle its radio activities 
(A, Nov. 8), launched the original 
program last May 10 over the full 
CBS network as “Your Home Front 
Reporter,” and prior to its initial 
broadeast placed 1,000-line news- 
paper advertisements in cities where 
it operates plants to herald the 
coming program. Heard Mondays 
through Fridays from 4 to 4:25 p.m., 
EWT, the show featured Fletcher 
Wiley, who gave talks on current 
nutrition and food rationing prob- 
‘ lems. An orchestra, vocalists and 
guest artists rounded out the pro- 
gram. 

The new title of the program is 
“Home Front Matinee,” which pre- 
at ents Alfred Drake, currently fea- 
ad tured in the smash Broadway hit, 
al Oklahoma,” as master of cere- 
monies, He will be on the program 
every day except Thursday, when 
a Oklahoma” presents a matinee. 
[he orchestra is conducted by an- 
other newcomer to the show, Allen 
Roth, with a vocal ensemble and 
guest artists rounding out the com- 
plete musical program. The time is 
unchanged. 


Allis-Chalmers Signs 


Allis-Chalmers Mfg. Company, 
Milwaukee, will make its debut as 
i national network advertiser when 
it sponsors the Boston Symphony 
Orchestra over the Blue Network, 
the starting date yet to be an- 
nounced. The weekly concerts, un- 
of @ cer the baton of Dr. Serge Kousse- 
ar- @ Vitzky, have been heard as a Blue 
sustainer for the past year and will 
ontinue as such until the sponsor 

takes over. 
tise Originating in Boston, the broad- 
ro-f casts will be carried by the full Blue 
Network, of 170 stations Saturdays 
last from 8:15 to 9:15 p.m., EWT, thus 
ar joining the select list of commercial 
igo programs of full hour duration. 
5% Compton Advertising is the agency. 


Takes ‘Good will Hour’ 


Clark Bros. Chewing Gum Com- 
pany will sponsor John J. Anthony’s 
‘Good Will Hour” over the Mutual 

twork effective Dec. 5, the pro- 
yin- f/m &2m being heard Sundays from 

10:15 to 11 p. m., EWT, and origi- 

‘ing from Station WMCA, New 

k, which, along with WOR, Mu- 

’s key station, will air the pro- 

m in the New York area. 
ror some time in the past the 

od Will Hour” was heard over 

Mutual network, eventually 
tching to the Blue, where it was 


rict ‘ 


Here, in one of the richest farming sections of the nation, is one 
of the most diversified industrial markets. 


Most of the canned asparagus, peas and corn served throughout 
the land comes from the Rockford market. 


! 
dio , 


to B® Hundreds of factories produce machine tools, furniture, farm 


implements, hosiery, clothing, sewing machines, hardware, motors, 
paints, scales and many other products. a 


These permanent home-owned industries, now temporarily engaged 
in war work, assure Rockford’s post-war prosperity. 
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» Photo-engravers in Chicago 
5 207 North Michigan Ave. 
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Russel M. Seeds Company 
agency. 


Renews Boake Carter 


Chef Boy-Ar-Dee Quality Foods 
has renewed Boake Carter over the 
Mutual network for another 52 
weeks and has increased its spon- 
sorship of the noted news analyst an 
additional day to Monday, Wednes- 
day and Friday instead of Tuesday 
and Thursday. 

McJunkin Advertising Company, 
Chicago, is the agency. 


American Home Signs 


“OK for Release”, Joy Storm and 
Jim Doyle news beat, comes under 
sponsorship of American Home 
Products for a seven-station NBC 
Pacific Coast network release start- 
ing Nov. 22. The series will be 
heard from 5 to 5:15 p.m., PWT, 


the 


is 


Mondays through Fridays. J. Wal- 
ter Thompson Company is the 
agency. 


Skelly Renews 


Skelly Oil Company, through 
Henri, Hurst & McDonald, Chicago, 
has renewed the Skelly news pro- 
gram, featuring NBC commentator 
Alex Dreier, for 52 weeks, begin- 
ning Dec. 13. The program is aired 


DN 


ee ys 


Mondays through Saturdays from 7 | 
to 7:15 a. m. CWT over 21 midwest | 
stations. 


Newscasts Sponsored 


Seaboard Finance Company has 
contracted for a Monday through 
Friday newscast from 6:55 to 7 
p. m., PWT, over Pacific Coast Blue 
Network stations for a 52-week 
period beginning Nov. 29. Smith and 
Bull Advertising Agency, Los An- 
geles, handles the account. 


Signs Two-Hour Show 


Using one of the most impressive 
lists of stars ever assembled for a 
single broadcast, the two-hour Elgin 
Thanksgiving Day program will 
salute America’s fighting men and 
their families at home. The show 
will be broadcast over the full CBS 
network Nov. 25, from 3 to 5 p. m., 
CWT. The show will be sponsored 
by the Elgin National Watch Com- 
pany. 

Harvel Signs Kennedy 


In an expansion of its radio ad- 
vertising, Harvel Watch Company, 
New York, will launch a news pro- 
gram featuring John B. Kennedy, 
to be heard over 56 stations of the 
Blue Network Sundays from 1 to 
1:15 p. m., EWT, starting Dec. 19. 
A. W. Lewin Company, Newark, is 
the agency. 


Anacin Begins Serial 


The Anacin Company will sponsor 
a transcribed serial titled “Inspector 
Hawkes and Son,” on 13 Pacific 
Coast stations of the Blue Network, 
effective Nov. 30. The program will 
be heard Tuesdays, Wednesdays and 
Thursdays from 9 to 9:15 p. m., 
EWT. Blackett-Sample-Hummert is 
the agency. 


Renews Hit Parade 


American Tobacco Company has 
renewed “Your All-Time Hit Par- 


| ade,” heard over the full NBC net- 
| work 


in behalf of Lucky Strike 
cigarets. Foote, Cone & Belding is 


| the agency. 


“Maybe I should have advertised Taft Named Foley V.P. 


over WFDF Flint Michigan.” 


Jerome B. Taft, in charge of the 
agency’s merchandising and post- 


| war planning unit, has been elected 


vice-president of Richard A. Foley 
Advertising Agency, Philadelphia. 


\€ men 


use your pr 
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oduct eee 
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Getting Personal 


Arthur F. Rush of the Kellogg Sales Company has been elected pres. 
of the New England Assn. of Mfrs. Representatives for the coming 
year... 

Word has been received that Niles Trammell, prexy of NBC, and 
John F. Royal, the network’s v.p. in charge of international affairs, 
arrived in Italy Nov. 6 from England on the second leg of their tour 
of various war fronts. Their itinerary calls for later stops in Africa 
and the Middle East. . . 

As a rule, G. Allen Reeder, Carstairs ad. mgr., knows exactly 
what Whitey, the Wonderful Seal, is doing in the way of promoting 


the brand and plugging various 
FATHER TO SON 


government campaigns in the 
company’s cartoon series of ads. 
What he didn’t know, until the ad 
appeared in his favorite paper, 
was that Whitey was shown 
holding Mr. Reeder’s book, “Let- 
ter Writing in Wartime,” in plug- 
ging the V-Mail campaign. Phil 
J. Kelly, v.p. of Carstairs, and 
Ray Vir Den, v.p. of Lennen & 
Mitchell, think they’ve really 
caught the ad. mgr. napping... 

When Norman D. Waters, pres. 
of the American Television So- 
ciety, opened the meeting held 
Nov. 10 at the Ad Club of New 
York, he told of an _ instance 
where, after viewing a telecast, 
an individual remarked, “My, 
you can get everything but the 
smell over television.” After 
which Mr. Waters nonchalantly 
told the audience: “After you see 
our television demonstration 
you'll think that’s been included 
also.” He wasn’t wrong. John 

- Southwell, chief script writer at 
BBDO, says the people at his agency call him a “televirgin.” . . 

Speaking before the Advertising and Selling Alumni Assn. at the 
Ad Club of New York on Nov. 16, C. E. Gischel, ad. mgr. of Walter 
Kidde & Co., explained “How Advertising Men and Women Can Help 
War Production” .. . Edward H. Little, pres. of Colgate-Palmolive- 
Peet, addressed the monthly luncheon meeting of the Newspaper Rep- 
resentatives Association of New York Nov. 19... 

Among the guests at a dinner given by Nathan H. Seidman, pres. 
of the Inter-Racial Press of America, to Morse Salisbury, dir. of infor- 
mation, War Food Administration, was Carl Byoir, head of Carl Byoir 
& Associates, and numerous agency execs. The dinner took place at 
the Hotel Shelton, New York, Nov. 15... 

“Company for Dinner, and Other Casual Verse” is the title of a 
new book of verse just published by Arthur Frederic Otis, a.e. with 
the Caples Co., Chicago. The volume is dedicated to Charles Collins, 
Chicago Tribune’s “Linemaster,” in whose column many of the verses 
signed “Casual” originally appeared. Tribune cartoonist John T. 
McCutcheon wrote the foreword praising the heart-warming qualities 
of the verse... 

Kellogg Patterson, former western manager of the Cincinnati Times- 
Star, has been appointed by Gov. Dwight Green to handle special 
publicity work in Illinois in behalf of the Wac enlistment drive. . . 
Elmer F. Wieboldt has retired from the presidency of Wieboldt Stores, 


Capt. Benjamin Dwight Spofford, adver- 
tising manager, Duriron Co., Dayton, be- 
fore being called for active service, pins 
the wings he won in ‘17 on the tunic of 
his son, Lt. Benjamin Dwight Spofford 
Jr., who was graduated from advanced 


pilot school at Moody Field, Ga., 


recently. 


RADIO WOMEN OPEN THE SEASON 


Left 


Philadelphia NAB-member station women have launched their own club. 
to right: Emma Roberts, sales promotion chief, Anne Lawton of the sales staff, 
and Betty Hurd, program department, all of WCAU; Anise Ives, commentator, 


WFIL; Rhona Lloyd, commentator, WCAU; Ruth Chilton, WCAU, national 
president of Women Directors of NAB; Ruth Welles, commentator, KYW; Kath- 
arine Clark, commentator, WCAU; and Doris Havens, WCAU program producer. 


Inc., Chicago, and expects to devote his time to the raising of orchids 
at his farm, Orchids, Inc., near Charlottesville, Va. . . 

George R. Grim, former radio director of the Minneapolis Star 
Journal and Tribune, is now in Chungking as one of the four experts 
sent to China’s Ministry of Information by the State Department. . . 
Muriel Whitlock, adv. mgr. of Courtaulds (Canada) Ltd., Montreal, is 
the first woman to be appointed a director of the Association of Cana- 
dian Advertisers. . . 

Paul R. Fish of Liberty’s Chicago office has been ordered to take an 
extended rest. . . Gene W. Dennis, coordinator of war activities for 
Station KMBC, has been sent overseas for first-hand experience on 
active battlefronts for use in future preparation of war effort projects. 
He expects to spend several weeks in the Algiers theater of opera- 
tion, . . 

The successful week-long scrap metal collection drive conducted by 
the Central Connecticut Council, Boy Scouts of America, at Meriden, 
last month, was planned by H. L. Harrison, advertising and public 
relations manager of The Miller Co., who heads the council’s public 
relations committee. . . 

Ex-NBC salesman George Diefenderfer, now a Navy lieut., visited 
his Chicago friends recently while on leave from the San Diego naval 
base. . . Another visitor in the Windy City was Edward King, former 
NBC director who is an Army corporal and stationed at Boston... 

A check for $4,161 was handed to Arthur A. Ballantine, pres. of the 
Greater New York Fund, by Arthur H. Sulzberger, pres. & pub. of the 
New York Times—a gift made possible by the “Fashions of the Times” 
style show held in October, entire proceeds from which went to the 
welfare organization. 
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Maps Drive for 


Postwar Products 


Detroit, Nov. 17.—Looking ah, 
to a highly competitive post 
market, Standard Products C 
pany, now operating fire war p| 
in Michigan, Ohio and Canad: 
planning a comprehensive adve 
ing and marketing program f 
wide variety of postwar prod ict: 
for the automotive, aviation, re‘ rig- 
eration and building industries 

Announcement of the pro; 
was made this week by Dr. | 5 
Reid, president of Standard Pp. 
ucts, who also announced appv int. 
ment of Brooke, Smith, French 4 
Dorrance, Detroit and New yY 
as the company’s advertis 
agency. 

Standard Products has set up ; 
division on postwar planning which 
will work closely with the agency 
in analyzing the market possibilj- 
ties of postwar products the com- 
pany is equipped to manufacture 
Willard S. French, with the agency, 
said a complete product and mar- 
keting analysis has already been 
undertaken. 

According to Dr. Reid, the firm 
at one time supplied 90% of the 
automotive industry’s needs for win- 
dow channels, and also played an 
important part in supplying the 
radio, lighting and refrigeration in- 
dustries with various products. 


al 


n- 


Montgomery Ward Sues 
CIO for $1,000,000 


Listing 347 alleged defamatory 
and untrue statements about the 
company and its management ap- 
pearing in pamphlets and handbills 
circulated by the CIO United Retail, 
Wholesale and Department Store 
Employes of America, Montgomery 
Ward & Co., Chicago, has asked the 
Superior Court for an injunction 
restraining the union from continu- 
ing their distribution. 

The company also asks damages 
of $1,000,000, 


Joins Publicity Agency 
Gertrude Blair, with the Charles 
W. Hoyt Company since 1935 as 
consultant on food and household 
accounts, has joined the staff of 
Publicity Associates Inc., New York, 
as home economist and associate. 


EYE’ CATCHERS 


FREE PROOFS! 


AD-MEN READ THiS! 


Here is one sure way *° 
increase the pull of yo:r 


promotions. 

EARN about the unique 

CATCHER $5-a-month m 
ship plan. Nothing like it any 
100 sparkling, new, timely prot 
photos released every month. 
additional subjects available to 
scribers at no extra charge. 
MONEY SAVER! PROB 
SOLVER! Lightning speed servic 
world’s biggest agencies and n 
advertisers are EYE*CATCHER 
bers. Glossy prints or mats 


price. Send the coupon, NOW! 


EYE* CATCHERS, INC. 
10 E. 38 St., New York, 16 


Please send us FREE proofboo 
details of your $5 a month membershi 
This does not obligate us in any way 


MAIL THIS (0! 
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OIL STORY 


ait sus BE TOLD: 


| Wg 


is Suneco’s great contribution 
te United Nations’ mastery of the skies 


—s— 


50% more powerful than 
U.S. standard 100-octane test fuel 


= Dl by 8 Sunoco 
i a 


ime su mee = wom 
‘os weer 
cones 


Sun Oil Co. used this advertisement in 

seven-column size in all major newspapers 

of the East, with smaller space in sec- 

ondary markets. Roche, Williams & 

Cunnyngham, Philadelphia, placed the 
copy. 


No Blue Network 
Stock Offering 
Yet, Noble Says 


Chicago, Nov. 17.—Concrete plans 
for participation in the ownership 
of the Blue Network by affiliated 
stations and management will be 
announced “as soon as our thinking 
crystallizes,” Edward J. Noble, 
chairman of the board, told station 
owners and managers here this 
week. 

Meeting with representatives of 
the Blue affiliates for the first time 
since final FCC approval was given 
to the network sale, Mr. Noble said: 
“The ideal operation of a broadcast- 
ing network would see the stock 
held by 130.000,000 people in 
America. Unfortunately, this is not 
practical. Other than saving that 
I would like to see affiliates and 
management holding stock, I don’t 
want to outline a plan at present. 
Within a vear I will be able to come 
to vou with more concrete plans.” 

Because of the war and uncer- 
tainty as to network overations for 


the next few vears. and because of | 


the fact that $5.000.000 to $10.000.- 
000 more must be invested, pur- 
chase of Rlue Network stock at this 
time would be a hazardous invest- 
ment, Mr. Noble said. 

He exnlained that, naturally. anv 
stockholder wishes and is entitled 
to expect a return on his money. 
Heavy expenditures for imvrove- 
ments and advertising might not be 
so easily handled during the first 
months of the Blue operation if 
tock were widelv held. Mr. Noble 
aid. adding that “In the besinnine 
I will have to assume the financial 
risks mvself. Naturally, I want to 
ceep the property economically 
ound, but that is not my sole ob- 
lective. I wish to make the Blue 
America’s leading network whether 
r not the onerations in the begin- 
ning are’ profitable.” 


Time Sales Soar 


Other highlights of the two-day 
eeting held in the Palmer House 
ere and attended by approximately 


network executives in addition 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Semple Copy = Chicago, Ill. 


| 
| 


to the 170 station representatives, 
included: A report on time sales 
showing an increase of 61% in the 
past year; a recommendation that 
all Blue affiliates immediately file 
application for frequency modula- 
tion transmitter licenses; addition 
of a station owner or operator to 
the board of directors; and a recom- 
mendation that all Blue affiliates in 
major cities file application for tele- 
vision stations. The Blue Network 
will shortly file applications for FM 
and television stations in New York, 
Chicago, Los Angeles and San Fran- 
cisco. 

Detailed plans for an extensive 
consumer advertising campaign 
were outlined by Edgar Kobak, 
executive vice-president. 

An appropriation of $250,000, in 
addition to current business paper 
advertising and advertising for WJZ. 
WENR and KGO, will be expended 


during the campaign, which will 
see copy placed in magazines, news- 
papers, outdoor and radio. 

The Blue Network will not follow 
outmoded rules and policies that 
have become constitutional with 
broadcasting, Mr. Noble told mem- 
bers of the network’s advisory and 
planning committee Monday. 

“There are many policies now 
observed by broadcasting that no 
longer have merit,” he said. “We 
are making a thorough study of 
freedom of speech, censorship and 
the regulations concerning the spon- 
soring of programs. At the conclu- 
sion we may revise many old poli- 
cies and create new ones. How- 
ever, none of our policies will be 
sacrosanct. As conditions change 
so will these policies. It is our 
intent to keep pace with changing 
times and not let ourselves be gov- 
erned by regulations that were 


passed to meet conditions that no 
longer exist.” 

Mark Woods, Blue Network presi- 
dent, and Edgar Kobak, executive 
vice-president, were other speakers 
at the afternoon meeting. 


FCC OKAYS SALE 
OF STATION WMCA 


Washington, D. C., Nov. 17.— 
Moving swiftly to complete the 
last unfinished business in the sale 
of the Blue Network, the FCC today 
permitted Edward J. Noble, now 
owner of the Blue, to sell WMCA, 
New York, to the Cosmopolitan 
Broadcasting Corporation without 
the formality of a public hearing. 

The Cosmopolitan Broadcasting 
Corporation, new licensee of 
WMCA, is owned by former Fed- 
eral Housing Administrator Nathan 


4, 


Strauss, and Davega City Radio, 
Inc. Mr. Strauss controls the cor- 
poration with 59% of its stock. 
Rejects Flamm Plea 

In authorizing the sale of WMCA, 
the Commission again rejected 
efforts of Donald Flamm, former 
owner of the station, to intervene. 
Mr. Flamm had charged that he sold 
WMCA to Mr. Noble in 1940 “under 


duress,” and had previously asserted 
that Mr. Noble was unfit to own the 
Blue. 


MAILING SERVICE 


Multigraphing — Filling - in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St., Chicago Wab. 8655 
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e Essential 


‘iy Industry 


able job in meeting this year’s tough 


~~ 
problems of merchandise, manpower, = 
transportation and taxation. 
1944 will bring similar vital prob- 
lems. And, again the Editors of Boot 
and Shoe Recorder will be on the job with constructive help . . . in 


the Outlook and Statistical Number to be published on December 15. 


The shoe industry has done a remark- 


pee ee LS 


This important issue of the “National Voice of the Trade” will con- 


tain facts, figures and forecasts . . . 


the opinions of industry leaders 


. and the advertising of forward looking manufacturers who will 


make this special number the starting point of a 1944 drive to con- 


solidate their positions for post-war sales volume. 


Every issue of the Recorder is a preview . . 
dising ideas, of sales opportunities . . . 
suppliers, merchants and their sales people. Each semi-monthly issue 
helps develop the alert types of dealers who make successes for them- 


selves and you—helps them plan for today and tomorrow. And your 


. of styles, of merchan- 


for more than 15,000 leading 


—December 15, 


consistent Recorder advertising will help put you in their blueprints— 


and keep you there. 
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100 East 42d Street, New York 


BOOT and SHOE 


A Chilton © Publication 


17, N. Y. 
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START BUILDING 


in the Annual Outlook and Statis- 
tical Number of the RECORDER 


1943. 
(Forms close De 
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Wyler to Aubrey, Moore 
Aubrey, Moore & Wallace, Chi- 
cago, has been named to handle 
advertising of Wyler & Co., Chicago, 
producer of bouillon cubes and de- 
hydrated soups. A spot radio cam- 
paign has been launched and a 
newspaper drive is planned. 


Named Representative 


The newly organized Symphony 
Orchestra of the City of Baltimore 
has appointed Sigmund Gottlober, 
director of Concert Program Maga- 
zines, New York, as national adver- 
tising representative for its “Pro- 
gram-Magazine.” 


Joins General Foods 


F. Ernest Richter, formerly statt 
economist with General Motors Cor- 
poration, has joined General Foods 
Corporation as assistant to Robert 
L. Garner, vice-president and treas- 
urer. 


Gross Joins Swertfager 


Gordon Gross, formerly copy 
chief of the Joseph Katz Company, 
Baltimore, has joined the creative 
staff of the Walter M. Swertfager 
Company, New York. 


GJ&M Get New Account 


National Livestock Remedy Com- 
pany, Hammond, Ind., has named 
Goodkind, Joice & Morgan, Chicago, 
to handle its advertising. 
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This “help wanted" advertisement of 

Libby, McNeill & Libby will run in De- 

cember issues of six national magazines 

in behalf of the grocers of America, who 

in 1944 will need an estimated 63,000 

full-time and 200,000 part-time women 
employes. 


Rita Thomas Joins McC-E 


Rita D. Thomas, -formerly with 
McCann - Erickson, New York, has 
joined Botsford, Constantine & 
Gardner, San Francisco, in charge 
of media. 


Womanpower 
Drive Gets Backing 
of Libby, McNeill 


Chicago, Nov. 16—A _ call to 
women to take either full or part- 
time jobs in grocery stores in their 
own communities is voiced in a 
“help wanted” advertisement of 
Libby, McNeil & Libby that will 
appear in December issues of six 
national magazines. 

Under the heading, “Help him 
and you help your country,” Libby 
tells women that food dealers are 
performing an essential service to 
the nation and that by working in 
stores they will fill a war job just 
as if they were building planes or 
making munitions. 

Libby officials pointed out that 
according to the WMC 1,000,000 
women workers not now employed 
will be needed by July, 1944. Out 
of this quota an estimated 63,000 
full-time workers and 200,000 part- 
time employes will be needed in the 
country’s 569,400 grocery stores 
which employ 1,409,600 persons. 

The advertising campaign is tied 
in with activities of the Food Serv- 
ice Emergency Corps, formed to 
meet the nation’s manpower short- 
age by substituting “womanpower.” 
J. Walter Thompson Company, Chi- 
cago, is the agency. 


Your future market ... New Hampshire, the rich core of 
prosperous New England! Your sales message in the 
Manchester Union Leader will be read, trusted, heeded by 


nearly half a million people with money to spend! 


*The Purple Lilac is the 
New Hampshire State Flower 


When you think of New England, think of the... 


anchester Union Leader 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


NEW YORK * CHICAGO 


* DETROIT - 


PHILADELPHIA - 


CLEVELAND 
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The rates for this de 


The Advertising Market Place 


rtment are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 8 in., $4.75 per inch. 
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Terms 


HELP WANTED 


a 


POSITIONS WANTED 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. ° Positions now 
available with advertisers, agencies, 
publishers and in radio. Transactions 
confidential. No registration fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Ill. 
JUNIOR EXECUTIVE (male or fe- 
male) wanted for sales-adv. work 
with natl. elec. appl. mfg. No genius, 
just bright sales minded young man 
or woman with knack for “punehy” 
writing. Excell. post-war possibili- 
ties. Write in detail. 
Box 4421, ADVERTISING AGE 
100 E. Ohio St., Chieago, 11 


OPPORTUNITY for capable copy- 
writer to join leading aeronautical 
publication as Ass’t. Promotion Mer. 
Starting salary reasonable, with am- 
ple opportunity to progress. To qual- 
ify you should be young, draft-exempt, 
personable and purposeful—with 3-5 
years advertising agency or promo- 
tion experience. Write for interview, 
giving full details of your background, 
education and experience. 


Box 4428, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


OPPORTUNITY FOR ARTIST: Omaha 
Agency has unusual proposition to 
offer good black and white artist and 
layout man who wants to be in busi- 
ness for himself with a guaranteed 
income. Write Mort Duff, 1904 Far- 
nam, Omaha, Nebraska. 

George Williams 

COMMERCIAL PERSONNEL 

Advertising & Publishing Positions 
209 S. State St. a Chicago, Tl. 


OPPORTUNITY FOR AD WOMAN 
WHO LOVES THIS BUSINESS! 
Unusual opening for girl who wants 
good job now and after the war. Am- 
bition, ability and application bring 
advancement here. Production, re- 
search, or media experience helpful 
but not essential. Growing 4As 
agency. Communications strictly con- 

fidential. 
Sox 4431, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


POSITIONS WANTED 
UNCLE SAM DOESN'T WANT ME 
If you have lost a key advertising 
executive to the service, and are look- 
ing for a man qualified by experience 
and performance to assume entire 
charge of your space selling opera- 
tions, get in touch with me—Uncle 
Sam isn't interested. I know most of 
the leading national advertisers and 
agency executives of the country—and 
even in these times haven't forgotten 
that transom business is seldom per- 
manent, 

Box 4430, ADVERTISING AGE 
100 FE. Ohio St., Chicago, 11 


Young w oman, full charge bookkeeper 
Sec’y. Purch. Prod. All office details, 
executive ability. 15 yrs. exp. - 
Box 4432, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Sales Promotion Executive (4F) 
recent record of unusual publi 
success wishes new assignms 
Chicago. Trade publication pref. +,, 
Box 4427, ADVERTISING A 
100 E. Ohio St., Chicago, 1 
Production Assistant young y ‘ 
knowledge mechanical producti: 4). 
rect mail. Experienced with en ray. 
ings, electros, type paper. Wish: po- 
sition with N. Y. C. adv. agen« 
Box 4429, ADVERTISING A: 

330 W. 42nd St., New York Ci: 
EVANS L. KREHBIEL 
Humorous illustrations in any me. 
dium. Shall be glad to consult wit; 

you regarding your accounts. 

437 N. Michigan Ave.—Studio : 
Chicago, 11, Il1l.—Sup. 4750 
Advertising Sales Executive former 
publisher desires representation yh. 
lication N. Y, area or join sales stag 
Box 4424, ADVERTISING AGE 
330 W. 42nd St., New York Cit 18 


COPYWRITER with general avenr, 
experience. Writing ability pro, 0} 
automotive, industrial and consimer 
accounts. Desires change from pres. 
ent agency connection. 
Box 4423, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Available January 15: 
Advertising executive now emp)oved 
(5% years) with large nationa! ad- 
vertiser in key spot in advertising de- 
partment would like better job wit) 
more opportunity. Formerly with 4-4 
New York agency (3% years). Inten- 
sive experience in media and produc- 
tion; considerable experience in art 
and layout, point-of-sale displays 
merchandising, publicity, house pub 
cations and purchasing; limited « 
rience in sales, research, field eco 
and advertising copy. Not spectax 
but capable, adaptable, respor 
congenial, co-operative, thorough. Ag 
32, married, 4-F. Salary $6,000 
Box 4425, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


with 


REPRESENTATIVE W \NTED 
Chicago advertising representative 
wanted on part time basis by mer 
chandising trade paper. Monthly sa! 
ary for contacting present acc t 
with commission for new busines 
About five days monthly required 

3ox 4426, ADVERTISING AGE 


Exceptional experience and ability 
Have traveled from Boston to Kar 
City on two trade papers. Wrote 
semi-technical articles that brought 
in many exclusive contracts. Put 
lished high class sectional trade 
per; suspended because Limitatio: 
Orders took out all page advertising 
of local distributors of national 
vertisers. Have had agency experi 
ence. Can service accounts. G 1 
eontacts. Prefer Cleveland head«4 
ters. Full or part time. Must be good 
Box 4422, ADVERTISING AGH 
100 EK. Ohio St., Chicago, 11 
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sales plans! 
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WHAT of POSTWAR? 


Do you agree with agricultural experts that there'll 
be a tremendous pent-up demand for farm machinery 
Then you know that Rock Island- 
Moline will be a fertile market for your postwar 


Also, since 90% of Moline-Rock Island’s present 


industry was in operation before the war, this is not 
a skyrocketed war market that will shrink disas- 
trously when industry converts itself back to peace- 


time production. 


So you can count on the Rock Island-Moline market 
to bear fruit in both your present and postwar sales 


plans. 
der these result-getting, 
newspapers .. . 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 


National Representatives 


‘ 


Naturally, you'll want to consi- 


right-at-home 


— The Allen-Klapp Co. 
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Hearst Papers 
Begin Sustained 
Series of Ads 


New York, Nov. 18.—Designed to 

»yphasize the importance of the 
newspaper industry in keeping alive 
the spirit of freedom, the Hearst 
newspapers this week launched a 
series of full-page advertisements in 
40 daily mewspapers and a long list 
of business publications. 

In addition to Hearst newspaper 
properties throughout the nation, 
insertions will appear in a number 
of other leading newspapers, Initial 
advertisements appeared in some 
cities this week, and will run in 
others at frequent intervals through- 
out the remainder of this year and 
i944. Optional insertion dates are 
being given because of current space 

lems. 

Captioned “What’s more, we can 

do it again,” the first advertisement 
says: “You are seeing right now 
hat America can do when she 
ours her whole spirit into a job 
ven if that job is war. 
“Think what prodigies of benefit 
we can win for ourselves and our 
children if with equal drive and 
purpose we tackle the opportunities 
of peace! 

“We have done that before, you 
know—over a wondrous 150 years— 
in which we rocketed from hard- 
scrabble beginnings to our place 
now as the number one nation on 
this earth.” 

Arthur Kudner, Inc., New York, 
is the agency. 


World Figures 
Hold Spotlight in 
‘Herald’ Forum 


New York, Nov. 18.—Keyed to 
the theme “Pioneering for a Civi- 
lized World,” the twelfth annual 
Forum on Current Problems, under 
auspices of the New York Herald 
Tribune, was conducted at the Hotel 
Waldorf-Astoria here this week. 
Messages from President Roose- 
velt, Prime Minister Churchill and 
Foreign Secretary Anthony Eden 
rounded out a program which pre- 
sented messages and addresses by 
world-leading figures of the Allied 
Nations who took for granted even- 
tual Allied victory but warned that 
the task of creating a just and last- 
peace is one calling for the 
greatest of faith, courage and wis- 


VY 
Pp 
e 


ing 


dom on the part of the statesmen 
who must arrange it. 

Mrs. Ogden Reid, 
of the Herald Tribune, brought the 
forum to order on the opening day, 
Tuesday, when coast-to-coast net- 
works carried much of that day’s 
proceedings to American audiences. 
Gov. Thomas E. Dewey of New York 
gave the audience an analysis of 
the methods and attitudes adopted 
by his state government to meet 
postwar problems. 

Vice-president Henry A. Wallace 
discussed the great problems ahead, 
and Wendell A. 
noted speakers to address the final 
essions yesterday, termed the Mos- 
VY agreement a “sound founda- 
n,” adding that it must be sup- 
lemented by a new international 
lationship “infused with funda- 
ental moral and spiritual values.” 


Frosted Foods Buys Plant 


Little America Finer Frosted 

ds Company has purchased the 
business and property of the Wain- 
wright Cold Storage Company, 
burgh, and is negotiating for 
ther cold storage plant in the 
lwest as part of its plans for 
twar expansion. 


~ ete eo 
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EXCELLENT 
OPPORTUNITY 
FOR 
PRODUCTION 
MANAGER 


Nationally known 4A's advertising 
agency will engage experienced and 
sompetent production manager for 
| 'ts Detroit headquarters. Work is 
| permanent, as postwar volume will 
be very substantial. Desirable work- 
‘ng conditions in pleasant surround- 
ings. Give full details of experi- 
ence, age, draft status, salary re- 
quirements, etc. Address Box 4433, 
Advertising Age, 100 E. Ohio St., 


| Chicago 11, Illinois. 


Willkie, one of 11) 


vice-president | 


Midwest Farm Papers 
Set New Ad Rules 


Because of further government 
paper restrictions for 1944, Midwest 
Farm Papers, Chicago, has an- 
nounced that effective Feb. 1, they 
will not accept pony spreads, four 
column advertisements of less than 
full-page size, or three-column ad- 
vertisements of less than full-col- 
umn depth. 

The farm publications said that 
odd-size advertisements “create our 
most serious problem in serving the 
greatest possible number of adver- 
tisers.” 


Insurance Men to Meet 


A one-day meeting of the Insur- 
ance Advertising Conference will 
be held Dec. 9 at the Hotel Roose- 
velt, New York. 


General Foods 
Makes Changes in 
Executive Staff 


New York, Nov. 17.—In step with 
the growth of the company and its 
program of postwar development, 
General Foods Corporation this 
week effected several changes in its 
Major executive management. 

C. M. Chester, chairman of the 
board and chief executive officer, 
has relinquished these positions to 
accept the newly-created office of 
chairman of the executive commit- 
tee. Clarence Francis, who joined 
the company in 1924 as sales man- 
ager, becoming executive vice- 
president in 1931 and president in 
1935, was elected chairman and 


chief executive officer, 
Mr. Chester. 

Austin S. Igleheart, who has been 
serving as executive vice-president 
since 1938, was promoted to presi- 
dent, while Charles W. Metcalf, 
vice-president in charge of purchas- 
ing since 1929, was elected execu- 
tive vice-president. 

Charles G. Mortimer Jr., who has 
been vice-president of General 
Foods Sales Company since 1935 
and general advertising manager of 
the corporation since 1938, was 
elected a vice-president. 

Four additional vice-presidents 
were elected: Thomas G. Spates, 
director of industrial relations; Ar- 
thur C. Schier, general traffic man- 
ager since 1936; Thomas M. Rector, 
manager of research and develop- 
ment; and Curtis H. Cager, presi- 
dent and general manager of Walter 
Baker & Co. 


succeeding 
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Since 1929, when the name Gen- 
eral Foods Corporation was adopted, 
annual sales have increased from 
$128,036,971 to an estimated $280,- 
000,000 for the current year, accord- 
ing to Mr. Francis. 


Bremner to ‘New World’ 
G. H. Bremner, formerly with 
Chatelaine, Toronto, has joined the 


advertising staff of the New World, 
Toronto. 


ARTIST WANTS SPACE 


Free Lance artist wants office space in 
agency or studio in exchange for layout 
or artwork —widely experienced. Phone 
Whitehall 6615. Chicago. 


* Based on the results of a Ross Federal 
readership survey conducted in October, 


1942. The complete statement of the survey 


(23 pages) will be shown to any advertiser 


or agency on request. 


Finesse is read and liked by beauty shop patrons 
because it gives them what they want—enter- 
tainment and up-to-the-minute information about 


style and beauty. 
in appearance. 


These patrons who read Finesse can wield a lot 
of influence over the choice of products that 


It is smartly written, smart 


pression you can reach this big, hand-picked, 


published quarterly, December, March, June and 
September, as a separate section of AMERICAN 
HAIRDRESSER, subscribed to by 43,000 better 


beauty shops. 


beauty shops buy. It's not a bad idea to wield 
an influence, yourself, over these influential read- 


ers. For only .0135¢ per page per reader im- 


beauty conscious audience (it's an ideal audience 
for the promotion of consumer products sold 


through beauty shops). 


Finesse is a beauty magazine for the consumer, 


If you 


would like to know more about this 


amazing magazine of style and beauty... 


which serves 
tomer's customer alike . 


and Figures" 


representative to call. 


American Hairdresser 


TRADEPRESS PUBLISHING CORP. 


your cusromer and your cus- 
. . send for “Facts 


of the Ross Federal Survey, 


sample of Finesse and rate card. Or ask ao 


309 WEST JACKSON BLVD., CHICAGO 6, ILLINOIS 
CHICAGO NEW YORK LOS ANGELES 
ZONE 6 ZONE 18 ZONE 13 


309 W. JACKSON 
CLINTON B. JULIAN 


522 FIFTH AVE. 
GEORGE PFEFFER 


816 W. FIFTH ST. 
DON HARWAY 


a : | : oo. 
| LS ae a wie 
ee 
_ —— | 
: | | 2 
| a * 
. = (eg 7 | 
| .* | ' & ‘4 | a ‘ s\ - os ‘ . of ¥ vs y | 
. ve _— tee a y a 4 al Pe ; ati P hie Oo 2 
. — ; .  <— s ae . ' , ) \ \ : z 45), | a 
i. _ - a é . 5s \ ye: ie 2 - 7 = Cm ody be 
: a N\\\s iti Fag ey eo 
3 eT ae = f\ Ss = f 
ies on : ; ££ ee < + 
\\\ =" SS ey, As. | 
h\ a ' a Ca ig : - os x 
| — } — f & Pg ee 2 < / . oS . & 4 e } 3 
~~] \p Te A sai , / “af ; - 
ee > / 
. = 
_ * 
eens a 
| pee i ) , , | i 
| = netic orn ager The Unly SOMp ic | 
Sadia | “hea | LETE Beauty Publishing 9 f 
| tr on pores eee 5a ee 
Question? sad Boye 
ae! — ox ; 
a ll Oe eT - 
Pie Paka Se SER, , apnea og <a A T gee vitesse 4 i ill = Ane Fey a . oe es % . [oa Tee | ee Be ee eS an Fe eee ys eae 3 
i epee Se “ iy aa Ps ¥ gere® i a oa uali at ad ati MO Bi coe ah ee PT ab Stake ie < Pot re = ; i ats as m Skin fie att ssa | a! oe = ; 


Ny 


High Distribution 
Expenses in Food 
Field Hit by FIC 


(Continued from Page 1) 


cially packaged goods distributed by 
manufacturers with extensive and 


delivery services, are high.” 
“Possibilities of economy in dis- 
tribution charges have not been ex- 
hausted,” the FTC declared. “For 
many processed foods, as well as 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you have 
to REACH it effectively and economically 
through their first line media THE NEGRO 
PRESS! Yes, perhaps you are overlooking the 
7 billion dollars spent yearly by American 
Negroes. You'll be surprised at how easy it is 
to cover these spending millions at a very low 
cost. Write today to Interstate United News- 
papers, iInc., 545 Fifth Avenue, New York 17, 


New York and we'll send you some startling, | 


profit-revealing facts about this growing field. 


duction and _ processing, 
more than half the consumer’s dol- 
lar.” 


U. S. System ‘Complex’ 


Commenting that the system of 


‘food distribution in the United 
|States “is complex and in many 
| instances over-extended,” the report 
|asserts that the system allows the 
interposition of more middlemen 
than are necessary, accelerating the 
pyramiding of distributor margins 


|comes unbearable to the consumer.” | ‘ : 
The survey was undertaken under |a time when foods were predomi- 
/a resolution of the FTC passed June | nately sold unbranded to the pres- 


27, 1940. In recent months, it had 
been adjusted to provide informa- 
tion for OPA and other agencies in 
the wartime distribution and pric- 
| ing of foods. 

Most critical portions of the report 
|were directed at handlers of fresh 
|fruits and vegetables, where price 
jis determined “by agreement of 
| cooperating terminal receivers, com- 
|mission merchants and handlers 
who control the limited rail, water 
'and truck receiving and marketing 
facilities.’ The report asserts that 
the “monopoly” receives charges 
from this arrangement which “bear 
no relation to selling price” and are 
based “on the extent to which re- 


|ceivers, handlers, unions. cooperate | 


to perpetuate the monopoly. 
“Entry of non-members into the 
| market is prevented by rules which, 


channels, reaching 
with relatively 
charges. 


fresh fruits and vegetables, distri-| from time to time, are enforced by 
bution as distinguished from pro-| threats, 
absorbs lence,” the FTC said. 


sabotage, 


Investigators found that 


Investigators also found that 


and even vio-| packaging methods adopted to sup- 
port advertising, and promote mar- 


: some | keting plans, add greatly to distri- 
foods followed simple and direct} bution cost. 


In the biscuit and 


the consumer | baking industry, packaging may run 
small distribution | to 12c on each dollar of sales. Sum- 


“Others,” the report said, | marizing selling expenses in the 
“follow devious channels and reach | baking 


the consumer bearing such high dis-| clared: 


industry, the report de- 


“The consumer, therefore, 


tribution charges as to indicate that | in purchasing a dollar’s worth of 
marked savings might be made by | biscuits or crackers, spends nearly 
'reducing the number of handlers|17¢ for the manufacturer’s cost of 
_and charges interposed between the | packaging and advertising the dol- 


producer and consumer, and 


Evolution of the food trade from 


ent practice of packaging and 
branding have made it possible for 
manufacturers to identify their 
products all the way to the con- 
sumer, the FTC observed. This 


| brand owners to food retailers de- | 


| 


identification of products, the report | 
continued, has resulted in the ad-| 


vertising of brands to consumers 

on a territorial basis as wide as the 

distribution of the product. 
Selling Costs Vary 


Advertising and sales charges for 
promotion of various food products 
varies from 1/5c per dollar on net 
sales of sugar to 8c on sOme pack- 
aged cereals, the report says. Meat 


and canned fruits and vegetables | except 


bear relatively low advertising 


| charges, FTC said, while flour, bis- 


cuits, crackers and coffee are rela-| their 


tively high. 


Sia pete : : by | lar’s worth of product.” 
expensive competitive selling and | ‘“‘to the point where their total be- | eliminating uneconomic practices.” | 


Allowances Discussed 


The Commission investigators also 
discussed advertising allowances by 


signed to stimulate local promotion 
of the product. These allowances, 
the report said, are generally started 
with relatively few distributors, 
chains or supermarkets included. 
As the news spreads, the report 


|explains, other merchants demand 


| the 


allowances until “eventually all 
competing manufacturers must give 
them.” The result, FTC said, is that 
manufacturer’s expense in- 


| creases without a corresponding in- 


| 


! 


crease in the volume of sales. 

“The manufacturer prices are 
maintained at a high level,’ FTC 
commented, “and nobody benefits 
the dealers who receive 
allowances, whose larger display 
advertising may divert trade from 
competitors who receive no 
allowances,” 
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A breakdown of the merchar <. 
ing habits of the biscuit and cra <e, 
industry indicated that selling -y_ 
penses ran as high as 35.28¢ pe, 
dollar for three of the largest f ~, 
working through their own | je; 
organizations. The FTC had re. 5, 
from 16 companies, which dig 


Bill’s Up in the Air... 


BUT HIS PLANS ARE DOWN-TO-EARTH 


Old in know-how, a veritable veteran of the skies, Bill is actually in 


his twenties... and his aviation career is still ahead of him. 


His favorite magazine is FLYING ACES. He insists upon it because 
it grew up with him—just as it grew up with aviation during 15 years of 
constantly increasing circulation. FLYING ACES attracts more readers 
like Bill all the time because it keeps them posted on what goes on in 
every branch of aviation, in every country the world over—covers the 
future as well as the present. 


These fellows use your product now—will want it when the war is won, 
because they will stay in aviation. Your message to them in the pages of 
this magazine starts paying dividends the day you send in your contract. 


The first dividend totals 56.874—71,000 copies! That’s because present 
rates are based, for a short while, on 125,000. A.B.C. average right 
now is 161,068 — and publisher’s estimate, October issue, is 196,000! 


FLYING acts 


THE MAGAZINE OF THE FLYING AGE 


P. S. Illustrations in this advertisement are from the December issue. 


nearly 75% of the cracker and 4js. 
cuit business in 1939. 

These reports showed that 7 ck. 
| aging costs have increased sh: py}, 
in this field in the past 10 ye; 


the industry responded to sp 
|efforts to market under und 
|names. Advertising budgets { 


firms totaled $3,000,000, with 
| firm spending 9c of every dol! r o 
|its net sales on advertising. 


| Expenditures Itemized 


The average competitor 
4.41c of each dollar on advert 
|the FTC said. Newspapers vere 

€ 


| the favorite medium, getting 3.89 
lof every 
magazines 


advertising dollar, ile 
and periodicals got 


14.34c; radio, 10.37c; outdoor, 1 °c 

In the bread industry, se ling 
expenses consumed 24.24c of every 
dollar of income, FTC found, aj- 
though a-heavy portion of that went 
to routemen, and other members of 
the sales organization. The amount 
spent on advertising was only 2.63¢ 
| per dollar. 

Coffee marketing likewise has 
been greatl: changed by ind 
advertising, FTC found. With in- 
| ereased use in recent years of small 
|} packages to preserve freshness and 


,aroma, advertising budgets in 
an average of 5.2lc of each firm’s 
|dollar, with one firm reporting 
| $700,000 in advertising expenses fo; 
1939. 

| Radio was the favorite me 
among coffee people, receiving 
;of each coffee advertising do 
Newspapers received 14.81c; mags 


zines, 4.1lc; trade journals, 4.18 
and outdoor, 3.82c. Coffee packers 
|spent 22.79c of each advertising 


| dollar for leaflets and literature dis- 
| seminated through local distributors 


Show Concentration Trend 


| The FTC reported a decisive trend 
|toward concentration in the flour 
milling industry, with 2,143 
producing more wheat flour in 1939 
| than 11,691 milled in 1909. Adver- 
| tising, it was found, is an important 
| item of expense in the operation of 
|flour mills, particularly of larg 
concerns, which have _ developed 
'nationwide markets. Reports ac- 
| quired by FTC showed that for 
| every dollar of income in 1939, flour 
— spent 3.67c in advertising 
while in 1940, their budgets dropped 
| to 3.38c. 


fir 
irm 


At $6 a barrel for flour, FTC 
| pointed out, advertising cost 22.02c 
per barrel in 1939 and 20.28c per 
barrel in 1940. Radio was by far 


the most popular medium a: 
flour firms, receiving 44.58c of « 
advertising dollar. Magazine 
ceived 12.54c; newspapers, 8.12c; 
trade journals, 2.57c, and outdoor, 
2.19¢. 

Because of the insistence on | 
names, and the industry’s efforts to 
create distinctive packages, 
found that advertising was als 
important factor in the distribution 
of packaged cereals, with leaders in 


ng 
ery 


re- 


the field spending an average of 
7.67c of each of their incoming dol- 


lars for it. For 14 selected firms, 
doing $129,000,000 in business 
advertising sum was actually 1 
of every dollar, while goods cost 
64.1lc, and the firms netted 1 
on each dollar. 

With cereal firms, radio w a 
heavy advertising favorite, ge\ ing 
54.82c of each advertising do |a! 
The remainder was widely di\ 
newspapers getting 15.56c; n 
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es, 9.21c; posters, 1.73c; 
ers factional sums. 
\dvertising cost 2.89c of each 
llar received by producers of 
porated and condensed milk; 
2¢ for ice cream marketers; 3.36c 

cheese producers; an average 
1.25c for fluid milk dealers, and 
y .59c per dollar income for but- 
“ In the fluid milk industry, 129 
ms spent an average of l.lc per 
lar for advertising in 1940, the 
n ranging from 2.9c in Philadel- 
ia where six firms were in com- 
tition, to .29c in San Francisco, 
th five dealers. 


Size a Factor 


\dvertising habits of fruit and 

etable canners vary widely 

rding to the size of the firm, 

found. The four companies 

aging net sales of $5,000,000 or 

» spent 1.92c of every dollar on 

: rtising; seven in the $2-5,000,- 

class spent 1.04c. Even in the 

ip of large canners, the biggest 

ertiser spent 4.49c per dollar, 
le one firm spent only .47c. 

rand names, or lack of them, 

» widely influenced the adver- 

ng habits of the canners, FTC 

i. Only two of 92 firms ques- 

ned by FTC marketed all their 

k under their own brand name, 

it in 1939, 43 firms spent $3,285,475 
yr advertising. Magazines received 
9 8c of each of these advertising 
dollars; newspapers, 7.7c; radio, 
5.6c, and trade journals, 2c. 

On the basis of percentage of net 
income, sugar refiners and whole- 
ale meat packers had low adver- 
tising expenses. Sugar refiners, 
though seeking individual recogni- 
tion of their product through pack- 
aging, spent only .2c of every dollar 


and 


'>Wwo © 


for advertising, while 92.62c went 
into the cost of the merchandise. 
Meat packers spent .46c of each 
dollar for advertising, and 91.36c 
for merchandise. However, 30 
packers reported advertising total- | 
ing $3,250,000, individual firms 


spending up to 2.38c per dollar. | 
Magazines got 25.08c of each of | 
these advertising dollars; newspa- | 
pers, 23.36; radio, 8.45c; outdoor, | 
3.83c, and trade journals, 2.39c. 

Cooperative wholesale’ grocers 
and voluntary chains are slightly | 
larger advertisers than old line | 
wholesalers, FTC found. The co-ops | 
spend .3c of each dollar income for 
advertising, while holding merchan- | 
dising expenses to 5.87c per dollar 
income. Old line wholesalers spend 
.26c for advertising, but their mer- 
chandising costs are 9.65c. 

Independent retailers spend a 
larger share of their dollar income 
for advertising than chains or con- 
umer co-ops, FTC said. Although 
the average independent store pro- 
vides no income for its proprietor 
other than his salary, FTC said they 
pend .73c of each dollar income for 
advertising. Chains spent .66c and 
cooperatives only .27c. 


Tommy’ in New Role 
“Telling Tommy,” newspaper edi- 
torial strip, has been streamlined 
to help local department stores sell 
merchandise and good will, by Gen- 
eral Features Corporation, New 
York, which has adapted the strip 
a wartime “public relations” idea 
for use in regular advertising space 
separately on the editorial 
mic page. King Features formerly 
indled the strip. 


Willcox on Film Council 


Phil Willcox, Parents’ Institute, 
c., publisher of Parents’ Maga- 
ne, has been named to the Na- 
nal Sereen Council, which each 
onth presents the “box office blue 
bon award” to the motion picture 
elects as contributing the most 
tstanding and wholesome enter- 
nment to the family trade. 


\ Technique for 


Producing Ideas 


Where do the money-making 
ideas come from—those ideas 
that make successful novels, 
radio procrams, moving pic- 
tures, advertising campaians, 
and businesses? James Webb 
Young, one of the highest 
paid idea men in the acver- 
tising business, set out to 
answer this question for his 
students at the University of 
Chicaco. The result is a 
little book that you can read 
in an hour but will remem- 
ber the rest of your life. tn 
simplest and clearest of language Mr. Young 
Succeeded in describing the way the mind works 
all creative people He gives you the FOR- 
LA which they consciously or unconsciously fol- 
* © producing ideas. 
r mind so that idea production is, as he says, 
S Gefinite as the process by which motor cars are 
duced."’ Entousiastically endorsed by editors, 
professors, poets, advertising men, salesmen, 
‘nd Business executives who have read it. Send for 
your copy of A TECHNIQUE FOR PRODUCING 
'DEAS now. Only $1 postpaid. Money back if you 
don't say it is worth $10 to you. Advertising Pub- 
Neations, Inc., 100 E. Ohio St., Chicago, Il. 


lege 


He shows you how to train | 


‘’ asf 
Revamped ‘Grit 
’ 
Introduced by ‘Gay 
- a - 
Nineties’ Girls 

Chicago, Nov. 18.—The growing 
importance of the small-town mar- 
ket was highlighted by Grit at a 
luncheon presentation today featur- 
ing its change of page size beginning 
with the Jan. 2 issue. The story 
was told Tuesday to Detroit adver- 
tisers, and will be presented to New 
Yorkers Nov. 23. 

The luncheon at the Kungsholm 
today, which attracted many of the 
city’s leading advertising executives, 
featured the “Gay Nineties” girls 
who have been starred in recent 
Grit promotional advertising. Some 
of Chicago’s most beautiful models 
wore the bustles and ruffles of the 
19th century, as well as portraying 
Winnie the Welder, who represented 
today’s wartime girl. 

In emphasizing the importance of 
the small-town market, Grit pointed 
out that one-third of American con- 
sumers are supplied by stores in 
towns of less than 10,000 population, 
and that figures showing wholesale 
distribution are often misleading as 
indicators of where goods are actu- 
ally consumed. The importance of 
smaller communities in industrial 
production was also emphasized. 

The new Grit will have a page 
size of 5 columns by 210 lines. 
Preview copies were distributed at 
today’s presentation, at which 


George R. Lamade, head of the 
publishing company, was host. 


Reclaimed Paper Stands 
50,000 Per Hour Speed 


Discovering that its test rolls of 
paper made with de-inked salvaged 
newsprint were not all used in an 
experimental run Nov. 10 for the 
benefit of newspaper executives, 
newsprint experts, and others, the 
New York News used the remaining 
rolls in its regular run Nov. 12.) 
According to William Baumrucker 
Jr., administrative assistant to F. M. 
Flynn, business manager, the rolls 


were run on a high sneed press at 
50,000 per hour and there were no} 
paper breaks or trouble of any kind. | 
The experimental run was made at) 
a speed of 28,000 per hour (AA, 
Nov. 15). 


Coe to Red Cross | 

Richard E. Coe, head of the Coe! 
Advertising Agency, Syracuse, N. Y., 
has joined the American Red Cross 
as assistant field director. The 
agency’s business will be carried on 
by the staff under direction of Mrs. 
Helen Roberts, his assistant. 


Duncan on Texas Chain 


Duncan Coffee Company, Hous- 
ton, has signed for a five-times- 
weekly program over the Lone Star 
chain of radio stations in Texas, 
for 52 weeks. The program, “The 
Coffee Grinders,” will promote Ad- 
miration coffee. 


Sales Execs Plan 
for Postwar Army 
of Trained Men 


Chicago, Nov. 18.—With the con- 
viction that getting orders is the 
nation’s No. 1 postwar job, the Na- 
tional Federation of Sales Execu- 
tives today launched a campaign to 


|recruit and train an army 0: sales- 


men that will be ready and able to 


secure the orders industry will need | 


to keep people employed at good 

wages in the reconversion period. 
The project is part of an over-all 

job embracing other promotion 


fields such as market research, ad-| 


vertising and _ industrial design 
which have been enlisted by the 
Committee for Economic Develop- 


ment to prepare now for the post- 
war era. 


The plans were revealed at the | 


sixth annual midwestern sales con- 
ference, sponsored by the Chicago 
Sales Executives Club in cooperation 
with the CED, the National Federa- 
tion of Sales Executives and the Na- 
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| tional Society of Sales Training Ex- 
|ecutives. It was the first of a series 
|}of six clinics to be held in Chicago 
-and 300 other cities. 

Drawing upon the experiences of 
| the most successful sales organiza- 
|tions in America, the national or- 
| ganization has prepared a series of 
| booklets showing the best way to 
jselect and train salesmen. These 
| principles can be used by any busi- 


|/ness, large or small, and will be 
|discussed at the sales personnel 
clinics. 


Speakers included Louis Ruthen- 
| burg, president, Servel, Inc.; C. Scott 
| Fletcher, CED; Harry C. Anderson, 
| Globe - Wernicke Company, presi- 
|dent of the National Federation of 
|Sales Executives; T. G. MacGowan, 
Firestone Tire & Rubber Company; 
David R. Osborne, Studebaker Cor- 
| poration, president, National Society 
|of Sales Training Executives; Henry 
'L. Porter, Standard Oil Company 
| (Ind.), chairman, postwar commit- 
tee, National Society of Sales Train- 
ling Executives; and Kinsey E. Mer- 
ritt, Railway Express Agency, chair- 
|man of the National Federation of 
| Sales Executives. : 


AMERICAN 


HOTEL JOURNAL 


The News Magazine of the Industry..... 
Delivers America’s Hotel Market at Low Cost. 


gains. And every advertising schedule should include Memphis 
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America's fantastic production records are pouring 


Press-Scimitar, offering complete evening coverage, highest in 
its history. 
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rivers of 


spending power into virtually every city. Memphis is in the ae 
foreground of the markets especially teeming with this new 
buying. But in the morrow of peace Memphis will likewise be : 


one of America's most richly productive cities for sales gains 
because it is essentially the natural trade center for the South's 
Biggest Market Area—biggest population, biggest area, big- 


Sales gains in Memphis will be permanent 
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Newspaper Group 


Agrees to General 
13% Cut for “44 


(Continued from Page 1) 


to save 2% per quarter; a news- 
paper using 500 tons per quarter, 
8.8%; 2,000 tons per quarter, 19.2%, 
and 20,000 tons, 23.52%. These sav- 
ings are in addition to the auto- 
matic 5% saving which the indus- 
try expects to make by basing 
paper quotas on adjusted 1941 
usage. 

In agreeing to the 23% total 
newsprint saving for 1944, the ad- 
visory committee first revised L-240 
to eliminate some of the weaknesses 
which were alleged to have resulted 
in over-generous appeals. grants 
during 1943, defeating the original 
intent of the order. 

The revision of L-240 was done 
retaining 1941 as the base year, with 
an adjustment for the percentage of 
new paid circulation increase in the 
fourth quarter of 1942 over the 
fourth quarter of 1941. At an ear- 
lier meeting, the committee had 
agreed to use 1943 as the base year, 
but this plan was abandoned with- 
out explanation. 

With these revisions, the news- 
papers have now suggested quar- 


terly quotas for themselves based 
on 100% of 1941 usage for net paid 
circulation, plus 3% for waste, plus 
“the percentage of increase of its 
net paid circulation of the fourth 
quarter of 1942 over the fourth 
quarter of 1941.” 

This last clause, writing an allow- 
ance for late 1942 circulation gains 
into the quota, was designed to 
eliminate need for extra paper) 
allotments to newspapers in boom 
areas, which have claimed a hard- 
ship under quotas based entirely on 
1941 net paid circulation. 

The committee agreed to the 
WPB recommendations Wednesday 
after a scheduled one-day sesssion 
had dragged into two days. At the 
earlier meeting, Harold Boeschen- 
stein, director of the WPB forest 
products bureau, had informed the 
group that Canada would provide 
only 182,000 tons of newsprint per 
month next quarter, compared with 
210,000 tons which have been ex- 
ported each month during 1943. 


Big Gap Expected 


Mr. Boeschenstein outlined a 
newsprint supply situation which 
left a gap of 865,000 tons between 
the amount of paper available for 
newspapers this year and _ the 
amount that would be available in 
1944. He said that it would be 
“unwise” to count on more than a 
total of 255,000 tons of paper a 
month for all uses, even’ after the 
modest American and Newfound- 
land production had been consid- 
ered. 


ert 
sane 
ae 


At a meeting of international 
experts, he said, Canada had as- 
serted that only 6,000,000 cords of 
pulpwood could be exported next 
year. He added, however, that he 
had asked the Canadians to use 
6,500,000 cords “as a target.” Mr. 
Boeschenstein estimated the nation 
would have 2,050,000 tons of news- 


| print in 1944, compared with 2,915,- 


000 tons this year. 

Members of the committee and 
WPB officials felt that adoption of 
the 23% cut would enable the news- 
papers to go through 1944 without 
additional paper reductions. As evi- 
dence of their confidence that no 
additional action will be necessary 
for some time, the advisory com- 
mittee decided not to reconvene 
until January at the call of Harry 
M. Bitner, chief of the printing and 
publishing division. 

The sliding scale under which 
paper cuts are apportioned provides 
that each 10% paper cut shall be 
divided so that big consumers make 
the bulk of the saving. The first 
25 tons of paper each quarter is 
exempted from these cuts. The 
publisher must save 2% on the next 
50 tons; 4% on the next 100 tons; 
8% on the next 125; 12% on the 
next 250; 20% on the next 500, and 
24% on all over 1,000 tons. 


Use Higher Bracket 


In applying this yardstick, how- 
ever, WPB requires that any frac- 
tional paper usage between brackets 
shall be conserved at the rate of 
the next higher bracket. Therefore, 
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We couldn't say in 
a volume, the nice 
things you said 
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GUILD in three 
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a paper using 580 tons per quarter 
will have a problem of this order: 
it will make no reduction on its 
first 25 tons; 2% on its next 50; 
4% on the next 100; 8% on the 
following 250, totaling 425 tons. The 
remaining 155 tons, since it falls 
between brackets, will be reduced 
by the next highest fraction, 20%. 

A scale based on quarterly usage 
worked out by WPB for the 23% 
saving proposed by the industry 
advisory committee would mean the 
following cuts for all groups of 
newspapers: 25 tons, no saving; 50 
tons, 2%; 100 tons, 3%; 125 tons, 
3.2%; 200 tons, 5%; 250 tons, 5.6%; 
300 tons, 6.67%; 400 tons, 8%; 500 
tons, 8.8%; 750 tons, 12.53%; 1,000, 
14.4%; 2,000, 19.2%; 3,000, 20.8%; 
4,000, 21.6%; 5,000, 22.08%; 10,000, 
23.04%; and 20,000, 23.52%. 

These cuts are in addition to the 
cuts imposed under the quota al- 
lowed by L-240. The committee 
also recommended a “saving” clause 
so that paper saved within a quota 
might be carried over to the next 
quarter. 


Situation Still Serious 


Despite successful efforts to con- 
vince the publishing industry to 
accept the long-anticipated drastic 
paper cuts for 1944, WPB made 
clear during the week that the over- 
all paper situation would continue 
to be serious. To head off any fur- 
ther newsprint curtailment, and to 
make the most of the available 
pulpwood, Canadian and American 
officials met in New York Monday 
to consider methods of stretching 
available supplies. 

Representatives of the American 
newsprint industry had recom- 
mended experiments with 30-pound 
newsprint for the next three months 
provided OPA allowed price adjust- 
ments to cover costs. The Cana- 
dians, however, asserted that sub- 
stantially greater savings could be 
had by using mineral filler, reduc- 
ing the percentage of sulphite pulp, 
and replacing new fiber with a 
small percentage of waste paper. 

Because of the disagreements, a 
four-man committee, with two rep- 
resentatives of each country in- 
cluded, was appointed “to study, 
coordinate and recommend a suit- 
able procedure.” The committee 
will be asked for a progress report 
within 30 days. 

Renew Salvage Appeals 

James F. Byrnes, director of the 


Office of War Mobilization, and 
Donald Nelson, WPB chairman, re- 
newed official appeals during the 


“reinvigorated drive to 
conserve and salvage paper.” 
Stating that paper was an essen- 
tial war material, Mr. Byrnes de- 
clared that “paper is desperately 
needed by the nation’s paper mills.” 
Reporting that many mills are slow- 


ing up, he said that some plants 
can use only one shift, where for- 
merly they worked around the 
clock. 


“Mills are using up waste paper 
at a larger rate than present collec- 
tions,” he said, predicting that at 
the present rate collections would 
be 1,500,000 tons short of needs, and 
that over-all shortage of paper and 
paper board would be 3,000,000 or 


4,000,000 tons. 
Mr. Nelson called on the nation 
for a “Christmas bonus” of waste 


paper, suggesting that tons of it 
might be salvaged from boxes and 
cartons used during the holiday 
season, added to normal supplies of 
old newspapers, magazines, bags 
and the like. 

New paper officials in WPB and 
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OPA include G. E. Carpenter, y o.. 
president of the Carpenter P; 


Company, Omaha, who will be , 9 
sultant with the paper section of the 
Office of Civilian Requirements 
Henry G. Boon, general superin ten. 
dent of the Kimberly-Clark Co; po. 
ration, Neenah, Wis., to super ise 
the newsprint, groundwood, } 0 
paper and writing paper sectio:, of 
the WPB paper division, and J 


Ronald Atwater, in charge of the 
paper and paper products branch 
of OPA. 


FRANK A. FITZGFRALD i 


Milwaukee, Nov. 19.— Frank A 
Fitzgerald, founder and head 4; 
Cream City Outdoor Adverti ing 
Company, and the last survivin 
charter member of the Outdoor Aq- 
vertising Association of America. 
died last night at the age of 85, 
Funeral services will be held Noy. 
22 at O’Boyle’s funeral home. Mr 
Fitzgerald was one of the pioneers 
in the outdoor field, and played ap 
important part in the modernization 
of the medium and the development 
of its service to national advertisers. 
He was for many years a director 
of the national association. Surviy- 
ing are his widow and three chil- 
dren, including Harry J. Fitzgerald, 
active head of the Cream City Com. 
pany. 


W. K. NOTTINGHAM 


Cincinnati, Nov. 17.—William kK. 
Nottingham, 65, business manager 
of the Cincinnati Enquirer for the 
past 25 years, died last Sunday at 
his home here. He had been ill! for 
more than seven years. 

Mr. Nottingham began his news- 
paper career before the turn of the 
century as bookkeeper and cashier 
with the Washington Times. In 1904 


he became associated with the 
Washingtor. Post, serving as cashier 
and auditor. He became business 


manager of the Enquirer in 1918. 

Funeral services for Mr. Notting- 
ham were held yesterday in Wash- 
ington, D. C. 


LT. H. O. MORRIS JR. 

Kansas City, Nov. 16.—Lt. Harry 
O. Morris Jr., who left the com- 
mercial department of KMBC, Kan- 
sas City, a few months before Pear] 
Harbor to enlist in the Army 
forces, was fatally injured Nov. 1 
when an Army bomber of which he 
was co-pilot crashed in a take-off 
at Patterson Field, O. 

Before joining the sales staff of 
KMBC, Lt. Morris was with KGKO, 
Fort Worth, and KTUL, Tulsa. 


THEODORE E. MOSER 


alr 


Utica, N. Y., Nov. 19.—Theodore 
E. Moser, 54, president of Moser & 
Cotins advertising agency, and 4a 


member of the board of Savage 
Arms Corporation, died in a hospital 
here yesterday. 


Dr. Hess & Clark Begins 


Farm Paper Campaign 


Dr. Hess & Clark, Inc., Ashland, 
O., has launched an extensive cam- 
paign for its stock and poultry 
tonics, Pan-a-min and PTZ Remedy, 
in 44 farm publications, through 
N. W. Ayer & Son. 

Black-and-white drawings in 4 
lively cartoon style illustrate situa- 
tions familiar to the farmer and 
stockman. Copy highlights the war- 
time importance of keeping live- 
stock in prime condition. 
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—is the modern quickest way 


Today, there’s a one best way in everything. 
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Advertisers to 


Play Big Postwar 
Role, ANA Told 


(Continued from Page 2) 


ympanies of the country. He em- 
vasized that enlightened self-in- 
erest should induce advertisers to 
ncorporate a war theme in their 


opy. 

Results of a special nationwide 

inion poll among farmers, con- 
jucted by Crossley, Inc., were pre- 

ited at the luncheon session 
Thursday following a talk by O. B. 
Jesness, chief, division of agricul- 
tural economics, University of Min- 

»)ta, who discussed the question, 
“Can the Farmer and_ Business 
Work Together?” 

The poll was made with the 
cooperation of a group of farm 

per publishers to determine for 
ANA what the public is thinking 
bout advertising, and involved 
2.800 interviews among seven types 
of farmers. 

These are the questions asked and 
answers received: 

1. (a) Do you think that farm- 
ers prosper when business does? 
Yes, 79%. No, 20%. Don’t know, 
1%. 

(b) Do you think that business 
prospers when farming does? Yes, 
96%. No. 3%. Don’t know, 1%. 

2. Do you think wnat business 
companies (manufacturers, etc.) and 
farmers are in closer agreement 
than they used to be? (68%); or 
further apart than they used to be? 
(28%). Don’t know, 4%. 

3. (a) In general, do you feel that 
business companies (that is, manu- 
facturers, etc.) are fair? (63%); 
or unfair? (35%); when they sell 
things to farmers? Don’t know, 2%. 

(b) Fair (52%) or unfair (47%) 
when they buy products from farm- 
ers? Don’t know, 1%. 

4. (a) Do you believe that busi- 
ness companies are doing an excel- 
lent (29%), good (39%), fair 
(22%), or poor (2%) job of mar- 
keting the products the farmer 
raises? 

(b) Do you consider that when 

they market these products, busi- 
ness makes a fair rate of profit 
(39%), or much too high a rate? 
(58%). 
5. On the whole, do you think 
that advertising by manufacturers 
has been of help to farmers in vari- 
ous ways (78%) or not (18%). 
Don’t know, 4%. 

6. (a) Do you feel that business 
people, the manufacturers, are doing 
a reasonably good job to help win 
the war (75%) or not as good as 
they should be doing (23%). Don’t 


know, 2%. 
Study Other War Angles 


(b) Do you feel that labor organiza- 
tions are doing a reasonably good 
job (26%) or not as good as they 
should be doing (70%) to help win 
the war? Don’t know, 4%. 

7. Do you think manufacturers in 
general are making reasonable prof- 
its out of the war (36%) or exces- 
oy profits (60%)? Don’t know, 


_ 8. What kind of job do you think 
business has done through its ad- 
verusing for the war effort on ra- 
toning, war bonds, salvage, man- 
power, ete. Excellent 21%; good 
49%; fair 23%; or poor 3%; don’t 
Know, 4%. 
9. After the war, what kind of a 
job do you think manufacturers will 
to get things back to normal as 
nh as possible? Excelelnt 14%; 
d 40%; fair 30%; or poor 10%; 


't know, 6%. 


10. Which do you think would do 
a better job of running business— 
private management (78%) or the 
government (19%). Don’t know, 3%. 
11. The government now owns 
many large manufacturing plants. 


| When the war ends, should it (a) 
|sell them to manufacturers (81%) 


or operate them in competition with 
business (15%). Don’t know, 4%. 

12. (a) Do you believe that the 
cooperative movement has helped 
farmers (75%) or not (19%). Don’t 
know, 6%. ; 

(b) Do you think it will grow in 
importance (69%) or not (22%). 
Don’t know, 9%. 

Dr. Albert D. Freiberg, partner, 
Psychological Corporation, gave the 
results of the fourth ANA “Survey 
of Public Sentiment Toward War- 
time Advertising.” 

Asked if they thought business 
people and manufacturers are doing 
a good job for the most part, to help 
win the war, 89% of those inter- 
viewed in November said yes; 4%, 
no; 7%, don’t know. 


‘Continue Advertising’ 


The survey also showed that 83% 
of those interviewed felt that de- 
spite the war companies should keep 
on advertising entirely, or at least 
continue with some of their adver- 
tising. 

Discussing the role of adver- 
tised brands in the progress of 
America, Paul B. West, ANA presi- 
dent, pointed out that throughout 
the world people show more faith 
in the name Coca-Cola than they do 
in any system of international law. 
In their answers to survey ques- 
tions, Americans have demonstrated 
overwhelming belief in national 
brands. “Today more people buy 
more products by brand than ever 
before,” he said. 

In the face of this, he said, why 
should the whole system of produc- 
tion and distribution by advertised 
brands now be threatened? 

Some of the threats such as prod- 
uct shortages, container shortages, 
transportation shortages, rationing, 
are simply inescapable by-products 
of war. The principal danger, he 
declared, is that they be prolonged 
and “freeze into a way of life.” 

Criticism of the whole idea of ad- 
vertised brands has gained momen- 
tum in recent years, Mr. West em- 
phasized. Such criticism has in- 
creasingly gained the ears of the 
very people who, through their buy- 
ing, show complete faith in Amer- 
ica’s branded and advertised prod- 
ucts. 

Mr. West explained this paradox 
by saying that manufacturers have 
worked unceasingly to improve 
their branded products by maintain- 
ing rigid tests to see that these 
products measure up to high stand- 
ards of usefulness to the consumers. 
Manufacturers, however, have 
failed to apply the same exacting 
test to their advertising. 

“If we had made our advertise- 
ments as socially valuable, and as 
obviously valuable as we have made 
our products, we should not be fac- 
ing the present threats to adver- 
tised brands. We should not see 
our free, competitive system 
strongly entrenched in public favor 
toward its products, yet vulnerable 
at the very point where it touches 
the public most often, the advertis- 
ing of those same products,” he as- 
serted. 

The ANA for many years has 
studied the subject of advertised 
brands, Mr. West pointed out, in 
presenting a new ANA booklet. 

“We made what might be called 
a study of studies,” he declared. 
“We dug into all of the worthwhile 
advertising studies and extracted 
the meat therefrom. That meat we 
have prepared with great care and 
are presenting it to you in the form 
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paid tribute to the War Advertising 
Council, through which “you secured 
the volunteer help of the ablest ad- : 
vertising people in the United States ; 
and the cooperation of advertisers 
and media, and went to work.” 

The Friday session, which was 
closed to reporters, was devoted to 
four separate meetings on media, 
including newspapers and maga- 
zines, radio, business and industrial : 
publications, direct mail and house 
organs. 


If you buy the printing for your company 


you will _— this new book. IT’S FREE! 


of a booklet entitled ‘You and Your) forget them, just as all Americans 
Brand.’ We prefer to call it ‘an|are apt to forget the basic economic 
illustrated brief of the case for ad-| freedoms underlying their own lives 
vertised brands,’ which mobilizes|}and their nation’s greatness,” he 
the benefits of these brands to the| said. 
man and woman in every walk of; At an informal reception and din- 
life. |ner Thursday evening, Henry Mor- 
“This booklet does not pretend to| genthau Jr., Secretary of the Treas- 
be a profound or novel economic! ury, who three weeks ago returned 
study. Its purpose is rather to re-| from a front line tour of Italy, told 
mind you of fundamental truths,| the group that Germany is far from 
which you already know, perhaps! collapsing or on the brink of chaos. 
know so well that you are apt to Referring to war bond sales, he 


ARE THESE SOME OF 
YOUR PROBLEMS? 


Do your forms breed errors by 
failing to record all vital infor- 
mation? 


Do your forms confuse new 
workers instead of helpingthem? 


Are your forms “lone wolves” 
or do they cooperate with other 
company records? 


Are you recording facts no 
longer needed? 


Will your pre-war forms serve 
under post-war conditions? 


Shows How to Design Up-to-Date Forms 
. . « full of buying hints and technical 


information. No business today can operate 
efficiently without the machinery of printed forms. 
Are your forms correctly designed to do the best 
possible job—in these days of untrained help and 
overloaded manpower? 

To be sure, send for this little book. It provides 
a quick, easy method of checking the efficiency and 
economy of any form, new or old. It is a practical 
guide for designing forms—the kind of forms that 
help you meet trying wartime conditions. 


Do you have several forms do- 
ing work that could be done 
better by one good one? 


Then send for this book now 


Check your problems against those listed 
above. See how exactly this little book fits 
your needs, then send for it now. It’s free; and 
with it will come the new Hammermill time- 
saver, “3 Steps that Get Things Done,”’ which 
will help you put your forms to work. 


Hammermill Paper Company 
Erie, Pa. 


Please send me, free, my copy of “How to Design a Business 


Form,” and include the new Hammermill timesaver, “3 Steps 
that Get Things Done.” 


Name. 


Position. 
(Please attach to your company letterhead) AA 11-22 
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Assembles Another Great 
Group of Car Card “4 


Locations 


It Takes Experience to Make CAR CARDS Pay 


Twenty-five years ago LOOMIS began developing amazing advertising values out of long neglected 
media. Out of this rich experience LOOMIS is today doing an even more marvelous job for BUS and 
STREET CAR advertising. LOOMIS knows how. Survey by Edw. G. Doody & Co., made in March, 
1943, sent on request. 


New Profits to Advertisers — New Revenue to Transportation 


x~*rk 
OTHER LOCATIONS NOT SHOWN ON MAP 
PHILADELPHIA Ardmore - Media Sharon Hill 
Chester orristown Stratford 
SUBURBAN AREA Conshohocken Paoli Upper Darby 
Atlantic City. N. J. Hutchinson, Kans. San Antonio, Tex. Wichita Falls. 
Bryan, Texas Laredo, Texas T 


Sand a? Okla. 


Corpus Christi. Tex. Salina, 


exas 
Clinton, Okla. 


LOOMIS ADVERTISING COMPANY - Transportation Advertising 
408 Olive Street St. Louis, Missouri 


Muskogee, Okla. 
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Ass moot US a Waltz 


The full, fine flavor of Schlitz is loved all the more because it is neither 
harsh nor bitter. Brewed with just the &7ss of the hops, America’s most distinguished 


brew achieves the smoothness so greatly desired by those who want fine beer without | 


r 


bitterness. 
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JUST THE kiss OF THE HOPS 
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idvertising Age, November 22, 1943 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


RST NATIONAL PROMOTION FOR FACE POWDER 


Pe OEE 


— 


Lin your pretty chin and powder sour throat and 
choniders, tow. With romantic law-cut fashion» revealing the 
creamy) curves of your decolletage, don) «top with the tip ai 
your chin, doen't leave « distracting tine of demarvation—tut 
powder, powder, powder right down to there. Lawlen Lelong's 
Pare Powder clings like bridal satin. It's caress 

ingty smeoth—i's scented mom,  lightlh. Wear iu 


proudly, because nothing finer could be mitted 


@ ba on attractive dres 
Herve all bay more War Bonds 


Fe 


Lucien Lelong, heretofore an advertiser of perfumes and colognes, is promoting 

its face powder nationally for the first time in this advertisement, which is sched- 

uled for full pages in women's magazines, and 900-line space in leading news- 
papers of metropolitan cities. Earle Ludgin & Co., Chicago, is the agency. 


BLUE NET LEADERS AT CHICAGO MEETING 


Executives caught by the camera at the Blue Network's meeting in Chicago Nov. 

‘5-16 are, left to right: Edgar Kobak, executive vice-president; E. R. Borroff, vice- 

president of the central division; Edward T. Noble, chairman and new owner of 

the Blue; Mark Woods, president; and Don Gilman, vice-president in charge of 
the Pacific Coast. (Story on Page 47.) 


oPEAKERS AND ATTENDANTS AT AMA CONFERENCE 


At the Thursday luncheon session, left to right: H. D. Falls, Bayless Kerr Co.; 
Apsey Jr., advertising manager, Black & Decker Mfg. Co.; and Warren 
1g, Black & Decker. (2) Dr. Julius Hirsch, economic consultant, New York; 
Reed, WPB, Washington, D. C.; and H. W. Alexander, H. W. Alexander 


New York. (3) Three speakers at the conference were, left to right: Dr. 
ed N. Watson, assistant manager, commercial research department of Curtis 
ishing Co.; Carl R. Nyman, Bureau of the Census; and Dr. Franklin R. 
w', Arthur Kudner, Inc. At extreme right is Chester Haring, associate director 
sales research, Servel, Inc. (4) Talking it over at the registration table, left 
i right, are: Edmund B. Bossart, in charge of local arrangements; and Robert 
, Blair and Dr. Clyde J. Crobaugh of the local committee. (Story on Page 28.) 


EXTENDS WELCOME 


In a special salute broadcast Nov. 13, 
John F. Patt, right, vice-president and 
general manager of WGAR, Cleveland, 
extended a warm welcome to William M. 
O'Neill Jr.. WJW head, whose station, 
which was moved from Akron, started 
broadcasting in Cleveland the following 
day. 


AT POINT OF SALE 


A familiar trade character, “Young 
Spud," is doing a selling job this fall 
for the War Food Administration as 
well as Maine's potato industry with an 
"Uncle Sam" hatful of the state's potato 
crop. The new full-color display carries 
the War Food Administration's insigne, 
"Food Fights for Freedom," on the brim 
of the hat. Brooke, Smith, French & 
Dorrance, New York, is the agency in 
charge of the account. 


EXECUTIVES ATTEND ANA WARTIME CONFERENCE IN NEW YORK 


Pictured in this group attending the ANA convention last week in New York are, left to right: Seated: Tom Young, U. S 
Rubber Co.; Fred Wahistrom, ANA; R. H. Harrington, General Tire & Rubber Co.; N. C. Thayer, Burlington Mills; Miss 
Gloria Ennes, Hewitt Rubber Corp., and Leonard Smith, Tubize Chatillon Corp. Standing: Leonard Harrison, Marlin Fire- 
arms Co.; B. |. Wilt and Clarence Hamilton, Sheffield Corp.; Walter Lockwood, Taylor Instrument Cos.; C. P. Binner, Bruns- 
wick-Balke-Collender Co.; J. D. Hallaren, Burlington Mills, and P. D. Collins, Kelly-Springfield Tire Co. (Story on Page |.) 
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SERIES PLAYS UP WOMEN'S ACTIVITIES 
: 4 
Toe hands of the woman ie heraness today 
tee gloved very camartly im lavhiew s array’ A : 
’ } a 
. 
| 
These two full-page advertisements are part of a series which have been appear- 
ing on a page-a-week schedule in Women's Wear Daily. Wimelbacher & Rice, 
maker of Wear-Right gloves, will continue the copy throughout 1944 in New 
York's Fifth Ave. buses. Williams Advertising Agency, New York, handles the 
account. 
SERIES TO FEATURE MOVIE STARS 
' 


MSS MANNING — 
what would your 
jpiir-up man be like?” 


* 


"Just let yourself go, rene.” 


Wall, | preter o sumere brunette with o 
sense of humor atwo fisted man whe con 
and think with her heurt 


smile with his eyns 


Cee 
ey 


"And must he look like « god? 


Not mecess y. but i'd ihe him o be 


fortedions ino man town woy ond rat 
well groomed 


Senple fos y0 


bets ? OF tw 
ALFRED D. McKELVY COMPANY 
10 HOCHEFELAEE PLAZA haw vORe 


ts 


iy 


The first advertisement in a new national magazine campaign for Alfred D. 

McKelvy Co.'s Seaforth toiletries for men is this full-page color copy featuring 

Irene Manning, Hollywood star. The new campaign is scheduled to appear in 
Collier's, Esquire, Life, Look, Harper's Bazaar and Town & Country. 
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ADVERTISING - 
OPAGE AVAILABLE 


—and that goes for: 


FAWCETT WOMEN'S GROUP (True Confessions, Movie 


Story, Motion Picture) with over 3,000,000 of America’s most 
responsive women readers. 


“8 WCE T T MEN S ON T (Startling Detective and True) with 


close to 700,000 free-spending men. 


i WCE T T COMICS GRO UP (including the great Captain 


Marvel) with the terrific impact of over 4,000,000 circulation in 
America’s great juvenile market. 


MECHANIX ML OS TRA Ti ED (in a class by itself) with over 


400,000 circulation—far-and-away the fastest growing in its field. 


| t/] sh or rg e Despite the fact that we lead among “Women’s Groups” in 
number of advertisers, advertising lineage and dollar revenue, and are carrying 
more advertising space than ever before in our history—Fawcett Publications, Inc., 
is one of two leading periodical publishers who today, and through 1944, are 
and will be in a most fortunate position. The number of titles we publish enables 
us, in this emergency, to borrow from Peter to help Paul...and thus better 
serve America’s manufacturers. 


FAWCETT PUBLICATIONS, INC. 


NEW YORK...... 1501 Broadway ... Longacre 3-2800 
CHICAGO .... 360 North Michigan Blvd. . . . Central 5750 


LOS ANGELES: Simpson Reilly Ltd. SAN FRANCISCO: Simpson Reilly Ltd. 


Gartield Building . . . Michigan 7421 Russ Building ....... Douglas 4994 
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